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IN THIS ISSUE...‘‘The Dealer's Stake in Post-War Building’’—A new — 
understanding of an important post-war market for electrical equipment 











Apex Controlled Distribution Provides 


“Trifle Sales Protection 


@ Ic eliminates the merchandising 
evils of pre-war days—protects your 
profits—your prices—your territory. 


It provides Apex Dealers with ample 
selling territory to discourage price- 
slashing practices and thereby protect 
profit margins. 


In the Apex plan, selling territories 
are assigned to fit the individual needs 
of each dealer. It takes into consider- 
ation the selling opportunities of 
the territory and balances it with the 
size and aggressiveness of the dealer 
organization. In this way territories 
are allocated to produce maximum 
sales at minimum sales expense. 


But that’s not all! Apex Controlled 


Distribution will also assure the 
prompt delivery of Apex Appliances 
from strategically located warehouses 
to the nation’s appliance dealers. 
This means greater turn-over and 
increased dealer profits. 


Now, add to Controlled Distribution 
the six other selling advantages 
offered by Apex and you'll under- 
stand the enviable position that Apex 
Dealers will enjoy in postwar sales. 


There are still opportunities for Apex 
distributor and dealer outlets. Your 
community may be one. Write at once 
for the Apex Postwar Profits Plan, 
Learn how you may qualify as an 
Apex authorized dealer, and obtain 
an Apex Preference Certificate. 


THE APEX ELECTRICAL MANUFACTURING COMPANY - CLEVELAND 


THE APEX 
AUTHORIZED 
DEALER 
ENJOYS 
PROFITABLE 
ADVANTAGES 


1. PRECISION-MADE 


APPLIANCES 


Apex now works with tolerances 30 
times finer than the human hair. This 
new technique will assure finer 
operation, longer 
wear— and fewer service calls. 





2. OUTSTANDING 


SELLING FEATURES 


New Apex automatic and conventional 
washers, ironers and cleaners will 
possess outstanding sales advantages. 


3. DISTINCTIVE 


STYLING 


Apex appliances have long been 
noted for ultra smart styling and 
dominant floor appeal. 


4. CONTROLLED 


DISTRIBUTION 


Apex controlled distribution will pro- 
vide dealers with ample territory to 
eliminate competitive price-slashin 
practices. Controlled distribution will 
protect your profits. 


5.NEW SERVICE 


FACILITIES 


Apex Service Division now has its 
own miniature factory where parts 
are made and appliances repaired on 
moving assembly line—a definite part 
of our postwar planning. 


6. EFFECTIVE 


PROMOTION 


x advertising and promotion will 
Af a straight forward story on the 
advantages of Apex products. Will 
emphasize selling features and their 
importance to the user. 


7 ENLARGED 


PRODUCTION 


mW pny have been greatly ex- 
a to build war materiel. These 
Cconeoeads facilities will permit 
greater-than-ever production of 
peacetime appliances. 
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FOR SALE AFTER X-DAY 


S events on all battle fronts proceed with one success 
Ate: another, the trade and the public in this country 

are eagerly anticipating X-Day, when civilian production 
can be resumed. They are not only asking when they can 
get products to sell, but what these products are going to be. 

There has. been a marked decline in the forecast of dream 
products and revolutionary changes. Also a general accept- 
ance of the fact that post-war products will be substantially 
the same as the 1941 products. But there is not yet enough 
recognition of the fact that 1941 products were so highly 
developed as actually to provide radical advances in electrical 
merchandise. 

Fear that the public might be hesitant in buying post-war 
products, because they want to wait and see what will be 
developed later, need not be justified. The newest things that 
we offered in 1941 were not made in very great quantities, 
and were known to a relatively small part of the buying public. 
These things, therefore, are a backlog of advanced develop- 
ment which when embodied in post-war products will con- 
stitute new lines of compelling public interest. 

Electrical men ought to know these things, but many did 
not follow them closely enough at the time, and many have 
since forgotten. Therefore, we feel it worthwhile to remind 
the trade of some of the things that were on the verge of wide 
marketing but were held up by the war. 


HINK a moment of the 1941 refrigerators and ranges. 

Those large capacity 7 cu. ft. and larger models with 
their greater ice capacity, storage for frozen food, cold zones 
with measured humidity, will obsolete nine-tenths of the 
refrigerators now in use. Take also the just-before-the-war 
ranges with automatic surface cooking, improved oven heat 
control and other features. 

In the home laundry field, not only was the automatic cycle 
control type washer growing into great popular acceptance, 
but washers generally of more conventional types were shown 
with refinements and improvements that put them far ahead 
of the family washing machines generally in use. Washer 
selling will return again to specialty operation not only with 
the automatic but with other high specialty type machines— 
the automatic wringer rinse, to name only one important 
development. These will all be available after X-Day to a 
vast waiting market of washer owners who can be sold replace- 
ments with these new advanced types. 

In addition to these improvements upon standard accepted 
home appliances there are ready and waiting some altogether 


new home services. The home freezer, for one, holds out 
remarkable possibilities. It had made rather slow progress 
before food shortages and food rationing put the spotlight on 
home preservation of foods. Every family now owning some 
form of home freezer or home cold storage is the envy of its 
neighbors. Word of mouth advertising in these products 
and the general interest in the whole subject has created an 
amazingly receptive public. The interest is so great that 
some market forecasters do not hesitate in prophesying an 
ultimate market of a million units a year for these products. 
Certainly if manufacturers and the trade remain as alert to this 
opportunity as they seem to be today, the market will be 
energetically and profitably cultivated. 


NOTHER new and important home service, barely in the 
market sampling stage before the war, is the domestic 
clothes dryer. The need for a dryer of some kind for use 
within the home has been recognized for years. The cabinet 
type dryer has been often tried, but failed to find market 
acceptance. The new type of tumbler type dryer is, however, 
something else. There are some thousands of these now in- 
stalled in homes and their use has brought about the enthusi- 
astic endorsement of their owners. This is another product 
that calls for specialty demonstration and promotion ; but given 
the right kind of selling should reach quickly a volume market. 
There is also the electric blanket—one of the greatest 
luxury and health products the electrical trade has ever 
been able to offer. 

Our old friend, the dishwasher and its newer companion, 
the disposal or waste exit for garbage has, with prospective 
home building market and the great interest in mechanizing the 
home, its greatest opportunity in twenty years. 

Radio is prominent in this picture, both with frequency 
modulation sets, offering a hitherto unattainable tone fidelity, 
and the vast possibilities of television holding out as great a 
merchandising opportunity as radio itself presented in the 
early 20’s. 

And not least, the new concept of indoor climate—year- 
‘round air conditioning for health and comfort—a _ revolu- 


’ tionary development and an immediate opportunity. 


All these things are actual—they are not the stuff of dreams, 
but functioning appliances. They are new and exciting, but 
also tested and proved by use. These are the things the elec- 
trical retailer will have for sale when he is able to get back into 


business. 


Epitor 
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IS THE CONSISTENT LEADER! 
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... past performance 
... present production 





... future planning 


"Kadtoutes Exclusively 
PAYS OFF! 


Zenith’s consistent policy of devoting all its 
research, experience, manufacturing facil- 
ities and manpower to the manufacture of 
radionic products exclusively has always 
meant a fast moving, profitable radio line 
to Zenith franchised dealers. 

Today, Zenith is doing‘its part in the war 
effort as every patriotic manufacturer 
should—it’s our simple duty—so we are 
not bragging about it. The point is, that 
through our present efforts we are main- 


Zenith Radio Corporation e CHICAGO 39, ILLINOIS 


=r 


Getter than Cash 


WAR SAVINGS STAMPS AND BONDS 






#LONG vests RADI ©) 


RADIONIC PRODUCTS EXCLUSIVELY- 
WORLD'S LEADING MANUFACTURER 


JULY, 


taining our hard-hitting staff and field or- 
ganization intact, expanding our facilities 
and gaining an experience that will mean 
an even finer line of Zenith Radios than 
ever before—Zenith, continuing in war time 
its long established policy of Radionics ex- 
clusively will not have a long drawn-out 
re-tooling period. When the word is given, 
we shall be ready to go—on civilian radio 
—as we now operate on war material— 
radionics exclusively—full speed ahead! 
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MAKERS OF THE ONE-AND-ONLY BENDIX. . 





No wonder the Bendix franchise is like a fistful 
of four-leaf clovers! Bendix has always worked shoulder- 


to-shoulder with its dealers. One example: In the year before 


the war, Bendix accounted for half of the total money spent 
in national magazines by all washing machine manufacturers, 
to help dealers sell the Bendix! This fall, Bendix is keeping 
prospects’ interest at fever heat with advertising in Life, 


SO HELL SELL HER A BENDIX 
QUICK AFTER THE WAR! 






McCall’s, Parents’, True Story, Better Homes & Gardens, 
Good Housekeeping, Sunday newspaper supplements, and 
national radio. Today 300,000 women owners love Bendix 
like they love their babies—brag about it constantly —show 
it off to their neighbors! Thus recent surveys indicate that 
more women want to buy the one-and-only Bendix after 


the war, than the 5 next most popular washers combined! 


BENDIX HOME APPLIANCES, Inc., South Bend, Indiana 


The People who Pioneered and Perfected the Automatic “Washer” 
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PHILO T. 
FARNSWORTH 


Originator of 
Electronic Television 


Secretary and 
Counsel 














E. M. MARTIN 





E. H. VOGEL 


E. A. NICHOLAS 
Vice President President 
Sales 


FARNSWORTH EXECUTIVE MANAGEMENT COMMITTEE 








J. P. ROGERS B. RAY CUMMINGS 
Vice President Vice President 
Treasurer Engineering 








Look to the 





Ww. J. AVERY 
Export 


MADISON CAWEIN 
Research 


PAUL H. HARTMANN E. J. HENDRICKSON 
Assistant Treasurer Sales 





H. J. MYERS 
Controller 


REESE KENNAUCH 


Superintendent 
arion 

















J. C. FERGUSON 
Chief Engineer 
Fort Wayne 


JOHN S. GARCEAU 
Advertising 





E. M. HOEY I. C. HUNTER 
Order Service Sales 





E. S. NEEDLER 
Purchasing 


F. B. OSTMAN 
Service 








WITH THESE 








GLENN KELSO 
Superintendent 
ort Wayne 





R. C. JENKINS 


General 
Superintendent 





A. E. SIBLEY 
Credit 


J. H. PRESSLEY 
Chief Engineer 
Marion 








Phey were veterans when they 
joined Farnsworth 5 years ago! These 21 men 
in the Farnsworth headquarters organization 
are today all in the same important positions 
they took in 1939 when Farnsworth expanded 
its research laboratories and began also to 
build radios, phonograph-combinations and 
special television equipment! 

That’s a record of stability with a very real 
value to Farnsworth distributors and dealers. 


It means sound policies and steady, healthy 
progress. 

These men are planning Farnsworth post- 
war policies and products now —to help you 
plan your future. ... 

Restricted dealerships for Farnsworth lines 
to produce volume at fair prices and profits. . . . 

The finest merchandise in every price range. 
Quality at popular prices. Distinctive cabinet 
designs with assured sales appeal. Improved 


reception for broadcast and shortwave. Radio- 
phonographs with time-proven record-changers 
— simple in construction — service-free in per- 
formance. Advanced FM . . . and modern tele- 
vision, the result of 19 years of pioneering. 


Farnsworth accomplishments in the past 
have received high recognition. Farnsworth 
possibilities in the future are unlimited. 

* %*%& WHAT WILL YOU DO IN TELEVISION? x x 


Write for copies of “The Story of Electronic Television”— 
a prevue of what you'll sell. 


ARNSWORTH 
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Farnsworth Television & Radio Corporation, Fort Wayne 1, Indiana ° Farnsworth Radio and Television Transmitters and Receivers 
Aircraft Radio Equipment . Farnsworth Television Tubes . The Farnsworth Phonograph-Radio ° The Capehart 
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ANOTHER PHASE OF UNIVIERSAL'S “U” PLAN FOR “V" DAY 













Universal is now offering a flexible, new direct-mail service to the 
more than 12,000 “U” Plan Dealers. Designed for easy, economical 
customer contact, the “100 Letter Plan” is virtually post-war business 
insurance at low rates. Based upon a pretested formula, Universal 
supplies letters, check lists and booklets ready for mailing over your 
signature. All you do is address to your prospective customers, mail 
and then file the returned check lists as a backlog of post-war business 
for ready follow-up. Results from dealer mailings in twenty-three states 
already indicate that it will pay big dividends. ur 

















LOOK AT THESE PRETESTED RESULTS AND THEN ACT TODAY! 


© A Mid-West Furniture Dealer received 423 returns from a mailing of 4,000— 
better than 10 per cent. 





nite 
© A Southern Hardware Dealer recently put nearly $10,000 worth of future 
business on his books at a cost of about $15. 


¢ A New England Radio and Appliance Dealer received check lists from a mail- 


one ing of 1,700 listing nearly $23,000 worth of appliances for post-war purchase. 


er- 
ele- 





° An Electrical Specialty Dealer in a North Central State secured 331 returns 


out of an initial mailing of 2,100. 
past 


rth If you are already a ‘“U” Plan Dealer, follow through with the “100 


Letter Plan”’—make it work for you right in your own sales area. 
The “U” Plan with its many features is open to any. 
dealer. If you are not already identified with it, send \sa 


mn”?— 








in the coupon at once for your 20- page Plan Book 
and extra information about the ‘'100 Letter Plan’’. 


“2 ~UNIVERSAL: 








LANDERS, FRARY & CLARK Dept. EM 
New Britain, Conn. 


x 
" Gentlemen: 












I wish to become a “U” Plan Dealer—please send 



































hart free “U” Plan for “V” Day Plan Book to 
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electricity 
comes of 


In the radio and electronic equipment 
serving the armed forces, electricity is per- 
forming new functions, and performing old 
functions more efficiently, through the appli- 
cation of electronic principles. 


There is more than a military significance in 
this accomplishment. For electronics is essen- 
tially a means of controlling and disciplining 
electricity to serve man better, and, as such, 
it will enrich the peace it is helping to win. 


Whatever electronic developments the future 
may hold in store, this much is sure: Delco 
Radio will build good, dependable products 


age 





that make the most of electronic knowledge. ' 


They will be characterized by the same pre- 
cision workmanship and progressive engi- 
neering that earned Delco auto radios a 
place on millions of cars, and that now safe- 
guard the performance of Delco Radio equip- 


ment for America’s land, sea and air forces. 


Make Your Dollars Fight 
BUY MORE WAR BONDS 


DIVISION OF 


OENSRAL MOORS 
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The postwar line of Blackstone Home 
Laundry Equipment will be complete 
..- functionally and marketwise. 

Pick almost any home and that home 
will be a prospect for some Blackstone 
Appliance...Washer, Drier or Ironer. 
Think how this fact alone enhances 
"| the value of the Blackstone Franchise. 
Imagine, too, being able to offer... in 
a compact unit of counter height and 
depth...a complete home laundry per- 
forming the three functions of wash- 
ing, drying and ironing. With all 
authorities predicting a tremendous 
building boom, consider the sales 


possibilities of this unit as a built-in 
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BLACKSTONE 


PRODUCT 
AMERICAS OLDEST WASHER MANUEACTURER 





1944 


EVERY POSTWAR HOME 
WILL BE A PROSPECT FOR SOME 


BLACKSTONE APPLIANCE 


feature of the new postwar homes. 
That, very briefly is a peek at the 
profit opportunity that goes with the 
Blackstone Franchise. Better investi- 
gate at once... be prepared to sell 
“everything for the Home Laundry!” 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 






* A COMPLETE HOME 
LAUNDRY, 36” HIGH x 








Nationally pom 
. Blackstone's national advertising 

is reaching many millions of future 
prospects through the pages 
of American Weekly, 
Good Housekeeping, 
Woman's Home Com- 
panion, McCall's and 
Parents’ Magazine. 
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ANOTHER 


FLEX-O-PLAN 


Flexible Remodeling Plans 
Adaptable to Any Store 


There will be a new, fast pace to 
radio and appliance selling when 
peace comes. Newly styled merchan- 
dise will pose new problems of dis- 
play. Alert dealers who plan now to 
modernize their stores, will reap the 
profits from after-the-war buying. 
To assist these wide-awake dealers, 
Admiral has retained George W. 
Walker, nationally famous designer, 
to prepare a series of basic plans. 
These plans will be flexible, in that 
they may be adapted to any size or 





shape of store. Mr. Walker’s abilities 
are shown by the fact that he is cur- 
rently re-designing the showrooms 
of a major automobile manufacturer 
and for a large maker of tires and 
accessories. 

Admiral will consolidate these 
plans into book form, to be furnished 
to all dealers who request it. Ad- 
miral Flex-o-Plan will include all 
possible departments, even to a 
model laundry, model kitchen, con- 
venient service facilities; every 
branch of a completely equipped 
store will be found in Admiral Flex- 
o-Plan. 


Aberin egenein. 


3800 W. CORTLAND rm ©..4 


CHICAGO 47, ILLINOIS 


TUNE IN CBS 2:30 P. M. E.W.T. SUNDAYS FOR ADMIRAL “WORLD NEWS TODAY” 


World's Largest Manufacturer of Radio Phonographs with Automatic Record Changers 


JULY, 









for the RADIO 
and APPLIANCE 


Store of Tomorrow 


George W. Walker 


A Book of Store Planning Ideas 


Reserve your Free Copy. Although not 
ready for distribution, we anticipate a 
heavy demand for Admiral Flex-o-Plan. 
To assure yourself a copy, write to 
Admiral Corp., Dept. F, requesting it. 


x * * 
Win a Store Remodeling Job! 


Watch for details of contest to be 
announced later. Prizes will be store re- 
modeling jobs for the best ideas. 
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—hut no more so than 
outworn distribution methods 





This little number was quite a sensation during 
the last war—but it’s seen its day, like certain 
equally old-fashioned distribution methods. For 
too many years electrical appliance dealers have 
been deprived of profitable vacuum cleaner 
business through “in-the-home” selling —either 
direct retail selling by a manufacturer or some 
so-called “resale” arrangement. 


Premier’s up-to-the-minute distribution system 
can—and will—put you, the dealer, in the most 
favorable competitive position to get your full 
and logical share of vacuum cleaner sales. 
Premier cleaners will be distributed only through 
independent specialty appliance distributors 
selected for their convenient geographical loca- 


tion and their ability to render maximum service! 
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| GUARANTEED 


-crews assigned to the larger retail outlets for 


Premier cleaners will be sold only by franchised 
electrical appliance dealers! 


This economical set-up offers you decisive 
competitive advantages. You'll have none of the 
exorbitant costs of “in-the-home” selling to add 
to the purchase price of the cleaners you sell— 
such as salesmen’s commissions ranging from 
$10 to $25 depending on make and model; the 
additional expenses of crew leaders, supervisors, 











training courses, etc.; or the heavy cost of retail P 


so-called “resale” operations. 


With Premier you'll be in the ideal spot— 
able to offer customers top-quality merchan- 
dise that can be sold at lower prices because 
of distribution economies! KEM] 


and St 





| Certified SERVICE 


For Vacuum Cleaners 
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ELECTRIC VACUUM CLEANER COMPANY, INC. 








DIVISION 


CLEVELAND 10, OHIO 
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THE COOK THAT 
NEVER WALKS 047 
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We can’t guarantee that you'll ever get a machine to take 
complete charge of the kitchen. But . . . we wouldn’t be greatly 
surprised! 


After all, it couldn’t be much more revolutionary than some 
of the household appliances you will surely be able to offer 
your customers after the war is won. 


And we're speaking from experience . . . the experience of 
being 100% in war production, and of being able to see for 


ourselves the shape of things to come. 


Right now we’re making precision airplane parts, electric 
control motors for Flying Fortresses, signal pistols and gas 
masks — all built to almost unbelievable standards of 
precision. 


And the knowledge that we are gaining . . . the new methods 
and new materials with which we are working . . . are helping 
to point the way to post-war developments in home work- 


They give their lives, 
we lend our money. 
Buy more Bonds! 


PRECISION...IN WAR 





saving devices that may completely change Mrs. America’s 
daily living. 

For one thing, we can visualize a vacuum cleaner of To- 
morrow that will be far finer and more efficient than anything 
yet built, as well as other household appliances that will be 
just as unusual. 


This is Eureka’s promise for Tomorrow, now being made to 
the women of America in a national advertising campaign 
reaching millions of homes each month . . . your customers 
among them. 

Eureka’s new franchising plan is rapidly taking shape. It 
includes an unusual concept of vacuum cleaner merchandising 
that has already been proved in the field. Soon, we hope to be 
able to bring you the whole story. In the meantime, won’t you 
write us so we can arrange to get the Eureka plan before you at 
the earliest possible date? 


EUREKA VACUUM CLEANER COMPANY, DETROIT 2, MICH. 
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Range Service Training 
Helps Frigidaire Dealers 
Build for the Future 
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This 88-page POCKET-SIZE Guide*— profusely illustrated—provides the 


range serviceman with complete reference data to take on the job with him. 























Service Schools, conducted by factory and dis- | New Slide Film teaches“mechanics” of range ser- eda and District Range Service Specialists 
trict personnel, give complete training on the _ vicing and the“important trifles” of range operation _ provide valuable field help and guidance for Frigid- 
servicing of Frigidaire Ranges. from the housewife’s viewpoint. aire service personnel. 


This complete Training Program is enabling Frigidaire Dealers to pro- 


vide effective Range Service in the face of acute manpower shortages am xan sO nc 
and other wartime problems. The resulting backlog of good will es FRIGIDAIRE 
being built up among users of Frigidaire Electric Ranges will be in War Production» Division of 


reflected in new and greater sales opportunities for Frigidaire Dealers GEN ER AL MOT ORS . 


in the great peacetime future that lies ahead. DAYTON 1, OHIO «+ LEASIDE, ONTARIO 
Peacetime builders of 


TORS NGES TER HEATERS . 
*This New Reference Guide is extremely popular among Frigidaire Range Ser- warn com atch 4 ae CREAM a , 
vicemen. Although small enough to be carried in the pocket—it is so complete, I COMMERCIAL REFRIGERATION + AIR 

with many of the diagrams and illustrations produced in full color—that even BEVERAGE, MILK, AND WATER bese 


experienced range servicemen find it a valuable help when called upon to ser- 
vice Frigidaire Ranges. 
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No Future? There's nothing else but! 


URE, it’s human to be anxious about 
S what’s going to happen to him when 
you see those young shoulders swing 
down the walk and out into the world. 


But before you start hanging mental 
crepe on his chances for the future — just 
see if you can remember how yow felt at 
the same moment in your life, 


Were you scared when you stepped out 
to make your own way? 

222 
Possibly. But not nearly as scated as excited. 
Not nearly as filled with dread as with 
dreams. Not nearly as anxious over the 
things that worried your folks as to see for 
yourself what the world was like. 
“But,” you say, “things are different now!” 
Thank his lucky stars they are! 


Praise the Fates your son is getting his start 
in a nation beginning to find itself — begin- 
ning to wake out of the sorry nightmare of 
defeatism and the gloom-filled,small-minded 
idea that America had crossed its last fron- 
tier. 


Just look at the new fields opening before 
him now! 


Electronics — television — world-wide air 
transport — plastics — helicopters for every 
garage — light metals — Diesel power — 100- 
octane gas! 


Count the new processes, new materials, new 
methods, new proved productive facilities he 
and his generation will have with which to 
shape a richer, finer, better world! 


No future for today’s youngsters? There’s 
nothing else but! 


There never has been anything but future 
for anyone young of mind and bold of spirit 
— and nobody knows that better than we of 
Hearst Newspapers. 


For you realize, on a newspaper, how dead 
the past really is. How empty of anything 
but records to be surpassed, accomplishments 
to be excelled, ideas to be improved. 


You realize that every item of news you 
print is old history even before the ink is dry 
— and then you see that the great and hope- 
ful thing is what follows that news, how it 
shapes tomorrow and the new chances for 
aspiring men. 





Courtesy of the PHILADELPHIA MUSEUM OF ART, Philadelphia 


Hearst Newspapers have long preached that 
lesson in a dozen key cities of the country, 
with such serviceability to nearly 5,000,000 
families that they’ve come to count on our 
papers for certain definite things. For ex- 
ample: 


If it is on-the-minute, accurate news they 
want, they look to Hearst Newspapers first. 


If it is authentic interpretation of events or 
trustworthy editorial counsel they want, they 
look to Hearst Newspapers first. 


If it is features, newspictures, cartoons, 
columnists’ comment, society, sports or busi- 
ness news they want, they look to Hearst 
Newspapers first. 


There is a lesson here which no sensible ad- 
vertiser with an eye on the future will ignore. 


It is simply that in planning marketing pro- 
grams to reach these people, he should look 
to Hearst Newspapers first, as do they. 


HEARST TN EWSPAPERS 





Serving the American People—their Freedom, Security and Progress—by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


ALBANY TIMES-UNION 
Morning and Sunday 


BALTIMORE AMERICAN 


Morning and Evening 


Sunday Evening and Sunday 
BALTIMORE NEWS-POST DETROIT TIMES 

Evening Evening and Sunday . 
BOSTON ADVERTISER LOS ANGELES EXAMINER 

Sunday Morning and Sunday 
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BOSTON RECORD AND AMERICAN 
CHICAGO HERALD-AMERICAN 


LOS ANGELES HERALD-EXPRESS 
Evening 


MILWAUKEE SENTINEL 
Morning and Sunday 


NEW YORK MIRROR 
Morning and Sunday 
OAKLAND POST-ENQUIRER 
Evening 
PITTSBURGH l—~ TELEGRAPH 


SAN FRANCISCO CALI -BULLETIN 
. Evening 


SAN FRANCISCO EXAMINER 
Morning and Sunday 


Evening and Sunday 


NEW YORK JOURNAL-AMERICAN 
Evening and Sunday 
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SAN ANTONIO LIGHT 
Evening and Sunday 


SEATTLE POST-INTELLIGENCER 
Morning and Sunday 
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COINCIDENCE OF 
“GREEN VALLEY. U.S.A.” 


... That the title of Emerson Radio’s program should, 
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only a highly Pp 
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— conversation actually took place. 
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ne bay Va., “GREEN VALLEY, U.S.A.” which tells the dramatic 

on Day W . 
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> ad- ’ 7 
sore. Mutual Network every Sunday afternoon. 
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the spirit © America itself! 
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GREAT ENGINEERING IDEAS IN SMALL PACKAGES 


SAR LLL, 





LLETIN ARMY —— 
«) EMERSON RADIO & PHONOGRAPH CORPORATION, NEW YORK II, N.Y. 
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Coolerator 


NATIONALLY ADVERTISED FOR 10 YEARS =~ — 


—the nation’s largest rnanufacturers of household ice refrig- 
eration featuring the exclusive 4-way 
washed air principle... 





weeeeece 


BACK 
THE 
ATTACK 
BUY 
WAR 
BONDS 









1. NEW HOME AND FARM FREEZER 


Beautiful new mechanically-operated 614 cu. ft. Home Freezer (larger model 
for farm use) with new convenience features... will be in production as soon 
as possible. Coolerator is 100% on war work now. 


2. NEW MECHANICAL REFRIGERATOR 


Moderately priced home refrigerator with many new feature-innovations, in- 
cluding frozen food storage space—plenty of ice cubes—hermetically sealed 
refrigerating unit which practically eliminates service problems. 


Coolerator 


- IN WAR OR PEACE, NO FINER REFRIGERATION 
eeeeceeeeeeeceee THE COOLERATOR COMPANY, DULUTH 1, MINNESOTA 


Coolerator is distributed exclusively by the following firms. For particulars, write or wire the distributor in your territory. 


Alabama Appliance Co., Inc... .. Birmingham 3, Ala. 


Anchor Distributing Co.......... Pittsburgh 22, Pa. 
Appliance Distributing Co......... Columbus 15, O. 
Arnold Wholesale Corp............ Cleveland 1, O. 
Ballou, Johnson & Nichols... ... Providence 2, R. I. 
Broome Distributing Co... . .. Binghamton 25, N. Y. 
Broome Distributing Co.......... Syracuse 1, N. Y. 
Cressey & Allen Co.............. Portland 6, Maine 
Ebner Ice & Cold Stg. Co... ....... Vincennes, Ind. 
Electrical Equipment Co....... . .Phoenix, Arizona 
Flint Distributing Co... ...Salt Lake City 11, Utah 


Griffith Distributing Corp. 
Griffith Distributing Corp. 


Holcomb Gunn, Inc... ... 


....Cincinnati 6, O. 
. .Indianapolis 4, Ind. 
. Little Rock, Ark. 
Hanover Ice & Coal Co., Inc........ Lebanon, N. H. 
.. .Louisville 2, Ky. 
Huntington Whol. Furn. Co... Huntington 15, W. Va. 


Otis Hidden Company. ... 
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Interstate Electric Co........... Shreveport 80, La. 
Jenkins Music Company ....... Kansas City 6, Mo. 
Jenkins Music Company. . . .Oklahoma City 2, Okla. 
Jenkins Music Company.......... .St. Louis 1, Mo. 
Jenkins Music Company.......... Wichita 2, Kans. 
Kemp Equipment Co........... Rochester 8, N. Y 
Lincoln Sales Corp............... Baltimore 2, Md. 
Listenwalter & Gough, Inc..... . Los Angeles 54, Cal. 
i) WE no cihdimae asada kawwend New York, N. Y. 
Oscar Mayer & Company......... Madison 3, Wisc. 


Northeastern Distributors, Inc... . . Boston 15, Mass. 
**G. W. Onthank Company... . Des Moines 9, Iowa 


J. L. Perry Company............ Nashville 3, Tenn. 
Republic Supply Corp............ Detroit 26, Mich. 
SCO... wrstwenconeces Albany 4, N. Y 
Sampson Electric Co............... Chicago 16, IIL 
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Tom Savage & Son................ Denver 2, Colo. 
Schoellkopf Company, The... ...... Dallas 2, Texas 
Southern Furniture Sales Co... . . .Knoxville 6, Tenn. 
Southern Radio Corporation... .. . Charlotte 1, N. C. 
Stern & Co. (Stern Bldg.) ....... Hartford 1, Conn. 
Thompson & Holmes, Ltd. . .. San Francisco 3, Cal. 
United Radio Supply, Inc........ .. Portland 5, Oregon 
R. B..Wall Company............ Wilkes-Barre, Pa 
Walther Bros. Co.............. Montgomery 2, Ala. 
Walther Bros. Co............. New Orleans 13, La. 
J. A. White Dist. Co. ....... Grand Rapids 2, Mich. 
Wisconsin Ice & Coal Co........ Milwaukee 2, Wisc. 
Wyatt-Cornick, Inc.............. Richmond 16, Va. 
The Yancey Co., Inc. ................Atlanta 3, Ga. 
Zork Hardware Company........... El Paso, Texas 


** Warehouses at Minneapolis, Minn., Davenport, Iowa, Omaha, 
Neb., and Sioux Falis, S. D. 
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All-out mass production of Estate Ranges, 
Water Heaters and Heatrolas is planned 
,.. comprehensive sales and service train- 
ing programs... expanded national 
advertising 


Specialty distributors to work shoulder-to- 
shoulder with Estate field representatives 


You have been expecting big things of Estate. 
All right. Double those expectations... and 
you'll be right on the beam with Estate thinking 
and planning. 

We've been doing stag. of thinking. Hard 
thinking. And we’ve been doing plenty of plan- 
ning. Definite planning. For about a year, now, 
we have been pulling our chairs up to postwar 
planning tables. (Mostly after hours when time 
could be taken without interfering in any way 
with the main job of turning out vital equip- 
ment for the armed forces!) 


For months, we have been studying field re- 
ports of scores of interviews with key dealers 
and distributors ... and the recommendations of 
one of the nation’s leading firms of marketing 
consultants. At meeting after meeting, we have 
been analyzing production and distribution costs, 
checking and charting every significant trend 
in the industry and in the national economy. 


Planning for profitable postwar sales 


As a result, today, Estate’s postwar policies 
ate established. They’re definite. Clear cut. 
Some have already been put in motion. It has 
been decided... 


] * To plan now for greatly increased pro- 

duction so that the factory's facilities, 

greatly expanded in wartime, may be fully 
utilized in the postwar period. 


* To maintain Estate’s well-established 


policy of providing cooking and heating 
psthansed for all favored fuels, so that 


Were Tooling Up to assure Estate dealers 
a hig share of the rich postwar market 


Estate dealers may have the advantage of 
getting right into the sale instead a into 
a “fuelish” argument. 


3 * To concentrate on fewer models in 

each line... those with the widest market 
...in order to attain lowest production 
costs and to enable Estate dealers to con- 
serve floor space, enjoy fast turnover, min- 
imum investment in inventory. 


4 * To offer Estate products at prices which 

“© will appeal to a fa wider section of the 
consuming public than ever in the past... 
through economies to be effected by all- 
out mass ‘production and concentration, 
but without any lowering of Estate’s qual- 
ity standards. 


5 * To strive unceasingly to develop new 

and improved functional features so that 
Estate dealers may continue to have the 
advantage of offering the new things first. 
(We've some on the fire that should cause 
plenty of excitement!) 


FA * By marketing Estate products through 
top-flight spectalty distributors, working 
shoulder to shoulder with Estate field. rep- 
resentatives...to — Estate dealers 
with overnight delivery service, constant 
close contact, and the most helpful sales 
and service assistance. 


7 * To provide Estate dealers with the sup- 

port of bi -scale national advertising plus 
generous local co-operative advertising... 
designed to enbance the goodwill value in 
the Estate and Heatrola names which bas 
been built up through a whole century of 
leadership in the stove business. 








What do these policies add up to 
for Estate deaiers? 


Plenty! They assyre eg of a big share in the 
rich, postwar market for cooking and heating 
appliances. They assure a continuation of the 





advantage Estate dealers have always enjoyed in 
offering the new things first. They assure 
a dollar value in Estate products than ever 

fore, in price ranges that will attract more 
customers p vat ever before. They assure closer 
contact and more helpful suecuentising and 
service asistance. 


Yes, and with all these advantages, you will 
continue to receive your full mark-up... the 
profit margin that dealers need to do the ag- 
gressive merchandising job that will enable 
them to meet and beat intensive postwar 
competition. 

Read the list below of your postwar partners 
and ours. Appointments of distributors are be- 
ing made slowly, deliberately, only after a care- 
ful consideration of each company’s success 
record, of its postwar plans, of its resources, its 
personnel and of its facilities to render a real 
service to Estate dealers. Other appointments 
will be announced in the near future. THE 
ESTATE STOVE COMPANY, Hamilton, Obio. 





















































“LINE UP WITH THE FUEL-PROOF LINE” 
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DISTRIBUTORS APPOINTED TO DATE WHO WILL BE YOUR POSTWAR PARTNERS IN SELLING ESTATE APPLIANCES 


ALBANY, NEW YORK 
Empire State Distributors 
ATLANTA, GEORGIA 
» Chas. S. Martin Dist. Co., Inc. 
‘BALTIMORE, MARYLAND 
Henry O. Berman Company 
*BEAUMONT, TEXAS 
Jefferson Drug Company 
BINGHAMTON, NEW YORK 
Broome Distributing Co., Inc. 
BIRMINGHAM, ALABAMA 
Watts-Newsome, Inc. 
BOSTON, MASSACHUSETTS 
J. H. Burke Company 
BRIDGEPORT, CONNECTICUT 
D’Elia Electric Company 
BUFFALO, NEW YORK 
H. D. Taylor Company 
BURLINGTON, VERMONT 
Vermont Appliance Co. 
CHARLOTTE, NORTH CAROLINA 
Southern Appliances, Inc. 


CINCINNATI, OHIO, AREA 
The Estate Stove Company 
Hamilton, Ohio 
CLEVELAND, OHIO 
J. J. Skinner & Company 
COLUMBUS, OHIO 
: Ohio Appliances, Inc. 
DALLAS, TEXAS 
The Schoellkopf Co., Ltd. 
DES MOINES, IOWA 
The Roycraft-lowa Company 
DETROIT, MICHIGAN 
Philco Distributors, Inc. 
EL PASO, TEXAS 
Momsen-Dunnegan-Ryan 
GRAND RAPIDS, MICHIGAN 
The Radio Equipment Co. 
HAGERSTOWN, MARYLAND 
Bohman-Warne, Inc. 
HARLAN, KENTUCKY 
McComb Supply Co. 
HOUSTON, TEXAS 
Crumpacker Dist. Corp. 


ELECTRICAL MERCHANDISING—JULY, 1944 


INDIANAPOLIS, INDIANA 
Radio Equipment Co., Inc. 
KANSAS CITY, MISSOURI 
RCA-Victor Distributing Co. 
KNOXVILLE, TENNESSEE 
Roden Electrical Supply Co. 
LOUISVILLE, KENTUCKY 
Electric Appliance Dist. of Ky. 
LOS ANGELES, CALIFORNIA 
Wm. and T. Camp 
MEMPHIS, TENNESSEE 
Wayne Spinks Company 
MILWAUKEE, WISCONSIN 
Taylor Electric Company 
MINNEAPOLIS, MINNESO’ 
The Roycraft 
MONTGOMERY, ALABAMA 
Walther Bros. Company 
NASHVILLE, TENNESSEE 
Wayne Spinks Company 
NEWARK, NEW JERSEY 
Krich-Radisco, Inc. 


mpany 


NEWBURGH, NEW YORK 

Shapiro Sporting Goods Co. 
NEW ORLEANS, LOUISIANA 

Walther Bros. Company 

NEW YORK, NEW YORK 
Bruno-New York, Inc. 

OAKLAND, CALIFORNIA 
Household Products Company 


PHILADELPHIA, PENNSYLVANIA 
Elliott-Lewis Elec. Co., Inc. 
PITTSBURGH, PENNSYLVANIA 
Hamburg Bros. 
PLATTSBURG, NEW YORK 
_M. P. Myers and Co., Inc. 
PORTLAND, MAINE 
Philco Wholesalers, Inc. 
PORTLAND, OREGON 
Harper-Meggee, Inc. 
POTTSVILLE, PENNSYLVANIA 
Biehl’s Auto Parts 


SAGINAW, MICHIGAN 
Northern Supply Company 
SAN ANTONIO, TEXAS 
South Texas Appliance Corp. 
SEATTLE, WASHINGTON 
Harper-Meggee, Inc. 
SOUTH BEND, INDIANA 
The Radio Equipment Co. 
SPOKANE, WASHINGTON 
Tull & Gibbs, Inc. 
SPRINGFIELD, MASSACHUSETTS 
West. Massachusetts Dist., Inc. 
ST. LOUIS, MISSOURI 
Interstate Supply Company 
SYRACUSE, NEW YORK 
Broome Distributing Co., Inc. 
TOLEDO, OHIO 
Philco Distributors, Inc. 
WASHINGTON, D. C. 
May Hardware Company 
WHEELING, WEST VIRGINIA 
Hamburg Bros. 
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OR’ » NATIONAL 


na Advertising 
appears EVERY month—straight through the year 


The magazines used in 1944: Ladies’ Home Journal; Woman’s Home Companion; 

Better Homes & Gardens; Esquire; American Home; Fawcett Women's Group. 

Over. two hundred million CORY messages reach consumers during the year. 
Ads shown below have been reduced one half size. 


-NO’ ‘METAL TASTE” 
Sirowing coffee by Cory 
Glass vecvems > reamed 


aw 


FOR Beaity anv % 7 Oe C obfee 
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Fritz Reiner had chosen his “‘audition” 
chair with great care. Not too close to 
the instrument — not too far. Just so! 
Now the great director sat waiting, lis- 
tening, expectant. 

Suddenly the room was filled with the 
recorded music of ““Der Rosenkavalier” 
— just as he, himself, had directed it a 


B few years before. 


And forgotten was the chair that had 
been so carefully selected but a moment 
before. Forgotten, too, was the empti- 
ness of the small room. For Fritz Reiner 
was now conducting an unseen orchestra 
— and a mighty bank of instruments 
had risen to the sway of his hand. © 

As the last brilliant passage faded 
away, Fritz Reiner again became aware 
of his surroundings. 

“What a miracle of reproduction!” 
he exclaimed. “I have heard that rec- 


cTOR | BUDAPEST, 1900 ) 
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ord many times before, but never has it 
given me such exaltation. This instru- 
ment is beyond comparison, beyond 
price! Truly magnificent!” 

Fritz Reiner had just been listening to 
the only Meissner electronic radio- 
phonograph in existence — the final 
laboratory model perfected just before 
war turned all of Meissner’s skill and 
knowledge to the manufacture of vital 
electronic war equipment. The priceless 
instrument is now on loan “for the dura- 
tion” to the music room of Mt. Carmel 
(Illinois) high school, where it provides 
musical inspiration for the youngsters 
of Meissner’s home community. 


From Mt. Carmel, in the days ahead, 
will come your own luxurious postwar 
counterpart of the model which Fritz 
Reiner found so miraculous. And you'll 
join with him in welcoming these and 
many other Meissner advantages: 


with TODAY'S YOUNGSTERS (MT CARM 
EL 19 
4. 


LCE » distinguished director, hears “‘The Magic of Meissner” 


AUTOMATIC RECORD CHANGER—plays both 
sides of a record in sequence, one side only, or 
repeats a record just played... avoids record 


breakage. Provides 2 hours or more of music with-~ 


out your touching a record. 

FREQUENCY MODULATION—plus advanced 
electronic features for fidelity and tonal range 
greatly surpassing such qualities in home radio- 
phonographs now in use. 

SUPER SHORTWAVE . .. DISTINGUISHED CABI- 
NETS ...NEW IDEAS in a host of other advance- 
ments already being engineered into Meissner 
electronic equipment for our armed forces around 


the world. 


Fa bomen 4a4ewe of v7 form OUR PINGER TIPS 
& Sy) 


C i 
MANUFACTURING COMPANY + MT. CARMEL, ILL. 


ADVANCED ELECTRONIC RESEARCH AND MANUFACTURE 
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Reprint of advertisement in The Atlantic, Fortune, Harper's Magazine, House Beautiful, House & Garden, National Geographic, Town & Country 
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An invitation to 
Men of Vision, 
of Expewuence, 


As suddenly as the turning of 
this page, your life is about 
to take on new purpose, new 
enthusiasms, new horizons... 


This very paragraph, in 
fact, may be the news for 
which you’ve been waiting, 
hoping. For now, at long 
last, Meissner is ready to set 
its world-wide distribution 
pattern. 


Everybody’s heard, of the 
new Meissner, of course! In 
the space adjoining (one of 
a steady flow of full-page 
national magazine advertis- 
ing), you can see what the 
world’s great musicians 
think of Meissner reproduc- _ 
tion. In previous advertise-_ 
ments, you’ve read how 
they’ve praised its technical 
perfections—how they’ve 
enthused over its many 
inspiration-born features. 


You all know of Meissner’s 
reputation for quality, in- 
tegrity, leadership! 

This is your opportunity 
to become identified with 
the most dynamic develop- 
ment in all radio! 


METSSNVER 


MANUFACTURING COMPANY + MT, CARMEL, ILL. 





Please Address Your Inquiries 
to Chicago Office 
PALMOLIVE BUILDING, 
CHICAGO, ILLINOIS 
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THE DEALER'S STAKE 


In Post-War 
Home Building 


HERE seems to be fairly gen- 

eral agreement among various 

authorities on post-war residen- 
tial housing that somewhete in the 
region of 1,000,000 homes will be built 
annually in the first five years follow- 
ing the peace. At the same time, there 
is a growing sentiment and movement 
toward making these homes complete 
electrically—equipping them with ap- 
pliances which would be included in the 
inortgage payments. To date, the ap- 
pliance dealer’s attitude to this poten- 


tial enlargement of his market has 
been a derisive “so what?”. A large 
segment of the trade is under the 


impression that large-scale home build- 
ing in the post-war period will provide 
an appliance market for the manufac- 
turer or the distributor and will leave 
the dealer out in the cold. 

The impression rises chiefly from an 
improper understanding of the essen- 
tial character of the pre-war American 
home building industry. The industry 
was then, and in all probability will 
continue to be, a small-scale business. 
A recent Bureau of Labor study of 
eleven industrial centers reveals the 
surprising fact that while in 1941 an 
increasing number of builders built ten 
or more houses, almost three-fourths 
of all builders constructed only one 
house a year. In other words, ap- 
proximately 95 percent of America’s 
builders build less than 10 houses a 
year, making them logical prospects for 


PAGE 18 





1940 
Builder Houses Per Houses Per- 
Percent Builder cent Built 
75% 1 poe on 
| 2-4 houses 
20.1% | 5-9 houses 14% 
4.9% 10 or more 44% 


1940 Average Per Builder 
1941 Average Per Builder 


Builder of ten or more houses averaged 24 units in 1940; 32 units in 1941 


STUDY OF ELEVEN DEFENSE AREAS—1940-41 
(Bureau of Labor Statistics—July 1, 1943) 


1941 
Builder Houses Per Houses Per- 
Percent Builder cent Built 
_ Thouse 20% 
93.8 { 2-4 houses 12% 
‘ _ 5-9 houses 12% 
6.2 10 or more 56% 
2.7 houses 
3.6 houses 








local appliance dealers, if they aggres- 
sively seek the business. 


Owner-Built Homes 


There is another angle to the picture 
which has not been given much con- 
sideration: Of the new single-family 
houses built between the period 1937 
through 1940, 53.4 percent—little over 
halfi—were built by so-called merchant 
or “speculative” builders for sale. In 
the period 1937 to 1941, this percent- 
age rose slightly to 56.6 built for sale. 
Assuming that the figure of 1,000,000 
new homes built annually to be reason- 
ably accurate, that means that 410,000 
new homes would be built yearly by 
owners who would select their elec- 
trical home equipment from local re- 
tailers. Of the balance, the small 
1-to-10 home builder would construct 
50 percent of the new homes and this 
small builder would be more likely to 


purchase from local dealers than irom 
a manufacturer or distributor direct. 

Obviously, there has been consider- 
able misapprehension on the part of 
appliance dealers concerning this new 
home market, Let’s look into the 
matter a little further: 

The Bureau of Labor Statistics sur- 
vey of eleven defense areas, made in 
1940 and 1941, referred to previously, 
shows that in 1940, 75 percent of the 
builders constructed one house, or 28 
percent of the total built; 20.1 percent 
of the builders constructed between 2-4 
houses per builder and 5-9 houses per 
builder—14 percent in each category, 
for a total of another 28 percent; less 
than five percent of the builders—+.9 
percent, to be exact—constructed 10 
or more houses, but these few big-scale 
builders accounted for 44 percent of 
the total number built in that year. 
In the following year of 1941, the 
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builders constructing a single house 
accounted for 20 percent of the tota 
volume; those constructing 2-4+ houses 
and 5-9 houses accounted for 12 per- 
cent of the total in each category, and 
those builders constructing 10 or more 
houses accounted for 56 percent of the 
total homes built. In other words, 93.8 
percent of the builders constructed less 
than 10 houses each and accounted for 
44 percent of the total built ; 6.2 percent 
of the builders constructed more than 
10 houses each and accounted for 56 
percent of the total homes put up. The 
builder of ten or more houses in 1940, 
incidentally, averaged 24 houses in 
1940 and 32 houses in 1941. And if 
you are interested in over-all averages, 
the average number of houses per 
builder in 1940 was 2.7 and in 1941 
it was 3.6, 


F. W. Dodge Survey 


The conclusions in this Bureau of 
Labor study are borne out in a sepa- 
rate survey by the F. W. Dodge Corp., 
which analyzed contract awards on 
homes in 37 eastern states during 1938. 
The study showed that 33,554 builders 
constructed 110,800 homes during that 
year. Of the total number of build- 
ers, 17,351, or 51.8 percent, built only 
one house—15.7 percent of the total 
number built; 14,498 builders, or 43.2 
percent, accounted for two to ten 
houses each—a total of 52,889 homes, 
or 47.7 percent of the total ; 1,426 build- 
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built between 11 


ers, or 4.2 percent, 
and 30 houses each for a total of 22,982 


houses, or 20.6 of the total; and 279 
builders, representing only 0.8 percent 
of the total, built over 31 houses each 
for a total of 17,578 houses, or 16.0 
percent. 

In other words, 95 percent of the 
builders, during the year 1938, con- 
structed less than 10 houses each and 
accounted for 70,240 of the 110,800 
houses built—63.4 percent of the total; 
the remaining 5 percent of the builders, 
who would be considered pretty big 
operators, accounted for 40,560 houses, 
or 36.6 percent of the total number 


built. 
Single-Family Houses 


In still another study, made by the 
Bureau of Labor Statistics, an analy- 
sis of builders of one-family houses in 
72 cities was made for the year 1938. 
It showed that a total of 13,934 builders 
constructed 47,156 houses. By far the 
largest number of these builders— 
8,890, or 63.8 percent—accounted for 
one house each; 3,105 builders, or 22.3 
percent, accounted for two to four 
houses each; and 1,095, or 7.8 percent 
constructed 5-9 houses each. Recapit- 
ulating again, that means that 13,090 
out of the 13,934 builders, or 93.9 
percent of the total, built less than 10 
houses each. Only 844 of the total 
number of builders accounted for more 
than 10 houses each. It should be 
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noted however, that the builders ac- 
counting for less than 10 houses each 
constructed 51.1 percent of the homes 
built, while those building over 10 
houses accounted for 48.9 percent of 
the total. 


A Dealer Business 


All these three important pre-war 
studies point irrevocably to the same 
conclusion: that the average American 
home-builder is a small-time operation 
and well within the normal prospect 
selling range of local appliance dealers. 
Obviously, the big merchant builder, 
operating on the outskirts of the larger 
metropolitan centers will buy through 
the distributor. There is plenty of 
precedent for this procedure. In pre- 
war, many manufacturers sold electri- 
cal equipment to apartment house own- 
ers and managers, through distributors 
or through special apartment house 
set-ups. It is probable, of course, that 
even the builder of one to ten houses 
will require and expect a price con- 
cession from the local appliance dealer. 
The dealer would be more than com- 
pensated, however, since the installa- 
tion of his particular equipment in new 
homes, which virtually amounts to a 
show window for his products, would 
have a material influence on his regu- 
lar business to present homes and the 
replacement market. 


(Continued on next page) 
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| electrical equipment installed in 
new homes as they are built, and 
written in on the mortgage — 
would leave the appliance dealer 
out in the cold on the sale of this 
equipment. A study of pre-war 


By LAURENCE WRAY 
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AN ANALYSIS OF CONTRACT AWARDS 
IN 37 EASTERN STATES DURING 1938 


Houses Per 
Builder 


Total 
1 
2-10 
11-30 
31 and over 


(F. W. Dodge Corporation) 


Builders 
Number Percent 
33,554 100.0 
17,351 51.8 
14,498 43.2 
1,426 4.2 
279 0.8 


Houses 
Number Percent 
110,800 100.0 

17,351 15.7 
52,889 47.7 
22,982 20.6 
17,578 16.0 


AN ANALYSIS OF BUILDERS 
OF 1-FAMILY HOUSES IN 72 CITIES 


(Bureau of Labor Statistics) 


DISTRIBUTION OF BUILDERS OF SINGLE-FAMILY HOUSES AND 








°o Ss IL IZE OF OPERATION IN 72 CITIES —1938 
Total for 72 Cities New York City 
Builders Houses Builders Houses 

Houses Per Num-  Per- um-_ Per- um- Per- um- Per- 

Builder ber cent ber cent er cent ber cent 
Total 13,934 100.0 47,156 100.0 990 100.0 9,598 100.0 
1 8,890 63.8 8,890 18.9 , 448 45.5 448 4.7 
2-4 3,105 22.3 8,111 17.2 202 20.2 554 5.8 
5-9 1,095 7.8 7,069 15.0 119 12.0 788 8.2 
10-24 602 4.4 8,606 18.2 138 13.9 2,000 20.8 
25-99 209 41.5 9,194 19.5 69 7.0 3,324 34.6 
| 100 or more 330 «60.2 5,286 11.2 14 1.4 2,484 25.9 
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FHA has made it possible to insure electrical equipment under the realty mort- 
gage which opens up a new market to the appliance dealer. 


Discount to Builders 


It would seem entirely reasonable, 
too, that the merchant builder respon- 
sible for the construction of 10 or more 
homes should be granted a special dis- 
count on the electrical equipment in- 
stalled. The fundamental justification 
for discounts to dealers is to compen- 
sate them for the retail selling function 
which they perform. If a_ builder 
installs electrical equipment in a 
house and then sells the house con- 
taining the equipment to a buyer, he 
performs this retail selling function 
and is, therefore, entitled to compensa- 
tion for this function. The builder 
merely qualifies for direct service by 
distributors and “for prices similar to 
dealer prices. 

A distinction should be made, how- 
ever, between owner-built homes and 
speculatively built homes. The former 
involves retail buying motives and, in- 
asmuch as dealers specialize in retail 
selling, they are best equipped to handle 
sales to owner-built homes. The latter, 
on the other hand, involves wholesale 
or resale buying motives. Distributors 
specialize in wholesale selling and are, 
therefore, the appropriate channels for 
serving the larger speculative builders. 

An important point that should be 
borne in mind, however, is the fact 
that whoever builds the complete home 
—whether it be small-scale or large- 
scale merchant builder, or a home built 
to the owner’s specifications—the in- 
stalled electrical equipment must still 
be serviced in the same way sales of 
individual pieces of equipment must be 
serviced. This servicing function in- 
evitably and properly falls within the 
dealer’s sphere and is a potent selling 
argument when purchase of the com- 
plete equipment is contemplated by 
either the builder or the owner. 


Completely Equipped Homes 


The conception of the completely- 
equipped home is not a new one. As 
far back as the 1920’s Etectricat Mer- 
CHANDISING advocated the installation 
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of electrical appliances in new homes 
as a packaged job. “Write Them in on 
the Mortgage” was the slogan. It 
has taken many years, however, for 
public acceptance of electric kitchens, 
home laundry equipment, etc. to really 
jell to the point where the idea seemed 
not only feasible but eminently prac- 
tical. Biggest stimulus to the Com- 
plete Home Program came relatively 
recently, however, with the recognition 
of the Federal Administration that 
major electrical equipment such as 
ranges, refrigerators and other items 
had come to be considered an essential 
part of the house itself. With that 
recognition, FHA agreed to insure 
mortgages covering property contain- 
ing these types of home operating 
equipment. The decision on which 
items may be included in the mortgage 
is left to each insuring office for deter- 
mination on the basis of equipment 
that is locally considered to be part of 
the real estate. Today, ranges are 


considered eligible for insurance under 
the mortgage in 42 states; refriger- 
ators are eligible in 41 states, dish- 
washers in 40 states, garbage disposal 
units in 34 states and automatic cycle 
washing machines in 18 states. The 
fact that FHA has made it possible 
to insure these types of equipment 
under the realty mortgage, though, 
does not necessarily mean that the 
public, the mortgagees and the build- 
ing fraternity will automatically avail 
themselves of the privilege. An educa- 
tional campaign will be needed, as 
M. E, Skinner, vice president of the 
Buffalo Niagara & Eastern Power 
Corp., pointed out in his recent speech 
to the Edison Electric Institute (ExEc- 
TRICAL MERCHANDISING, May, 1944). 
The electrical industry, which has the 
biggest stake in the packaged electrical 
home movement, should take the lead 
in such a campaign, Mr. Skinner said. 


Forum Arguments 


Architectural Forum, a leading pub- 
lication in the building field, has 
wrapped up the cogent arguments for 
the Complete Home Program in a spe- 
cial pamphlet called “Selling the Sec- 
ond Half Million.” The public in post- 
war, they say, may buy a half-million 
homes, but the second half-million will 
have to be sold. To quote further: 

“Before the million home market 
comes in sight, the industry will have 
to produce a better product as well as 
a more attractive price. First, the 
house will have to look better; second, 
it will have to be planned better ; third, 
its cost of operation will have to be 
predictable; fourth, it will have to be 
purchased with a moderate down-pay- 
ment and financed under a single-pay- 
ment, long-term plan; fifth, it will have 
to be a complete house, fully equipped 
for easy and gracious living. c 

“The house of tomorrow for the 
mass market will have to provide auto- 
matic heat, hot water, and temperature 
control, quality facilities for cooking, 
food preservation, storage, laundering 





With 75 percent of the country's builders (in pre-war) building only one house 
each on an average, the appliance dealer who is on the spot is the natural outlet 


for the sale of electrical equipment. 
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and drying clothes, washing and drying 
of dishes, disposal of garbage and 
waste, and the elimination of cooking 
| ee 

Mr. Skinner seconds the motion in- 
sofar as these entirely praiseworthy 
attributes are concerned. He would 
wrap up the whole package with a 
four-star certification to be awarded 
builders who incorporated in their 
new homes (1) Fixed lighting equip- 
ment conforming to Better Light-Bet- 
ter Sight principles (2) A planned and 
completely equipped electric kitchen 
(3) A planned and completely equipped 
electric laundry (with or without elec- 
tric water heater at local discretion), 
and (4) A year-round air conditioning 
system of whatever scope might. be 
appropriate to the locality. Such a 
program, Mr. Skinner suggests, could 
tie in locally the various phases of the 
present Adequate Wiring Bureau, the 
Better Light-Better Sight program, 
the Modern Kitchen Bureau program 
and the newly-formed Indoor Climate 
Institute. 


The Monthly Payment Plan 


Selling an idea such as the Complete 
Home Program boils down in its essen- 
tials to the cost to the ultimate home 
buyer. With the equipment written in 
on the mortgage, one of the most pain- 
less methods yet devised of paying for 
electrical equipment is achieved. To 
quote again from Architectural 
Forum: 

“Let us assume you are planning a 
group of houses to sell for $4,500— 
terms $500 down and the balance pay- 
able under the FHA-Insured 25-year 
monthly payment plan. Here is how 
the plan works out, the following fig- 
ures being approximate: the monthly 
payment, including interest, principal, 
FHA insurance, taxes and fire insur- 
ance would be $35. Ifa quality range, 
refrigerator and automatic laundry 
(retail price 1940, $455) were installed 
in the house, the purchaser would make 
an additional $55 down payment and 
an additional monthly payment of $2.32. 
His total monthly payment would then 
be $37.32. 

“If the prospect purchases your 
house without these items of equip- 
ment and bought comparable equip- 
ment under the most favorable credit 
terms (10 percent down and monthly 
payments of $15.80 for 30 months, 
which includes a finance charge of 
$64), his total monthly payments would 
be $50.80. These outsize payments 
would have to be made during a period 
when the purchaser’s cash reserves are 
low because of his initial investment 
for the home and for furnishings.” 

C. W. Stuart, manager of the Gen- 
eral Electric Home Bureau, in a bro- 
chure entitled “Your New Home and 
Your Pocketbook,” issued in 1940 
shows similar startling figures on the 
comparative costs of including complete 
electrical equipment in homes. He goes 
even further. He gives an assumed 
monthly operating cost of conventional 
vs. complete electric homes. 

Disregarding the fact that the com- 
plete electrical home is a far better 


(Continued on page 113) 
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Washers in Greatest Demand 


Third nation-wide survey of the Office of Civilian Requirements finds irons and 


refrigerators in second and third position in consumer post-war wants 


EMAND tor consumers dur- 
able goods and appliances 
today is close to the levels 


immediately preceding the war, but a 
large number of families intend to use 


their savings for buying or building - 


a house before purchasing durable 
goods, W. Y. Elliott, War Production 
Board Vice Chairman for Civilian Re- 
quirements, said recently in making 
public the results of the Office of Civil- 
ian Requirements’ third nationwide 
survey of consumer requirements, 

In the survey, made by enumerators 
from the Bureau of the Census, buying 
information was sought from about 
4,500 families, selected as proportion- 
ately representative of the total popu- 
lation, 


Washers Lead Demand 


Among eleven appliances covered in 
the survey, washing machines are 
now in greatest demand, with electric 
irons and mechanical refrigerators in 
close second and third positions. Other 
items covered, in the order of present 
consumer preference, were cooking 
stoves, electric toasters, radios, sewing 
machines, vacuum cleaners, heating 
stoves, electric fans, and water heaters. 

Contrasting with the _ relatively 
moderate demand for appliances one 
out of ten of all the families inter- 
viewed said that they would buy or 
build a new house now if plenty of 
materials and labor were available. 

Families reporting plans to buy or 
build a new house as soon as possible 
were asked: “Are there any reasons 
you can think of why you might wait 
a while before buying or building even 
if it were possible now?” A consider- 
able number expressed reservations in 
response to this question, many of 
them saying that they might not have 
enough money, but enough respondents 
to represent 819,000 said that they 
could see no reason for waiting. The 
largest number of dwelling units ever 
built in one year in the United States 
was 935,000, in 1925, and, in recent 
years, 715,000 in 1941. 


Stresses Replacements 


In announcing the survey results, 
Mr. Elliott said: 

“The information obtained from 
representative families all over the 
country shows that the American pub- 
lic has conserved its household equip- 
ment and appliances and the present 
demand for these items is largely for 
legitimate replacement needs or from 
households which now need appliances 
they did not have before the war. 
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“Generally speaking, people have ac- 
cepted the wartime lack of durable 
goods and appliances without com- 
plaint, and this survey indicates that 
when such goods become available 
again, there should be an orderly mar- 
ket rather than the wild buying rush 
which some people have predicted. 
When it becomes possible to release 
materials and facilities for the produc- 
tion of consumers durable goods, the 
programs of the Office of Civilian Re- 
quirements, aimed initially to take care 
of minimum essential needs, should 
provide a smooth transition back to 
the normal condition of unrestricted 
supply. The survey results indicate 
that the American public will follow a 
sensible buying policy instead of creat- 
ing a-sudden boom market, which 
might lead to an equally quick collapse. 

“The very high level of demand for 
new houses points toward a market in 
the construction industry which should 
remain strong over a considerable pe- 
riod of years. Not all of those who 
have indicated a desire to buy a new 
house will purchase one which is newly 
built, but many are anxious to do so. 
After they have their houses, they will 
then provide a further market for dur- 


able goods to go in them. 

“The Office of Civilian Requirements 
is concerned only with supplying essen- 
tial needs during the changing condi- 
tions which will arise while the war is 
still going on. The picture of demand 
provided by this survey is highly en- 
couraging as to the willingness of the 
public to restrict their demands to real 
needs until the war is over.” 


Estimating Demand 


Among all of the 4,488 households 
interviewed, 44 percent said they would 
buy one or more of the listed appliance 
items at once if they were available, 
while 56 percent said they would not 
buy any of these items immediately, 
even if there were plenty of all of them 
in the stores... 

For each of the appliances listed, 
respondents were asked whether they 
had tried unsuccessfully to buy the item 
during the last year, how much differ- 
ence it made to them if they had failed, 
and finally, “Would you buy a new one 
right away if there were plenty of 
everything in the stores?” Those who 
said they would buy more than one 
of the items were asked to indicate a 
first and second choice. 





FAMILIES WHO WOULD BUY DURABLE GOODS AND APPLIANCES 
IF ALL WERE READILY AVAILABLE 


Total Who 
Number of Would Buy 
Respondents* Estimated U.S. Num- 
Would Would Total, firstand ber of 
Buy Buy Second Respond- Estimated 
Item First Second Purchases ents* U.S. Total 
Washing machine 337 134 3,935,676 510 4,261,560 
Electric iron 311 116 3,568,012 481 4,019,236 
Mechanical refrigerator 304 113 3,484,452 458 3,827,048 
Cooking stoves—total 235 99 2,709,904 379 3,166,924 
—gas 92 50 1,186,552 159 1,328,604 
—oil 58 14 601,632 80 668,480 
—Wood orcoal 56 15 593,276 81 676,836 
—electric 29 20 409,444 59 493,004 
Electric toaster 195 90 2,381,460 383 3,200,348 
Radio 154 89 2,030,508 321 2,682,276 
Vacuum cleaner 140 76 1,804,896 286 2,389,816 
Sewing Machine 128 89 1,813,252 278 2,322,968 
Heating stoves—total 72 34 885,736 147 1,228,326 
—Wood orcoal 43 13 467,936 70 584,920 
—gas 13 10 192,188 35 292,460 
—Portable 
electric 9 2 91,916 16 133,696 
—coil 7 9 133,696 26 217,250 
Electric fan 67 64 1,094,636 178 1,487,368 
Water heater—total 48 19 559,852 93 777,108 
—gas 24 5 242,324 40 334,240 
—electric 14 5 158,764 31 259,036 
—Wood or coal 9 6 125,340 17 142,052 
—oil 1 3 33,424 5 41,780 


* Of the 4,488 households interviewed. 
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The accompanying table shows the 
demand only from households that 
would purchase the items for their own 
use. For some of the items, such as 
refrigerators and stoves, this demand 
may be substantially increased when 
they are readily available by purchases 
which apartment house owners and 
landlords generally might make for the 
benefit of their tenants, Mr. Elliott 
said, 

In estimating the total active demand 
from the survey results, the most real- 
istic figure is probably the total of first 
and second choices for each item rather 
than the total number who say that 
they would buy if the item were avail- 
able, he said. Even on the first choices 
a considerable number of the respond- 
ents indicated that they had some 
reservation about their buying inten- 
tions, and it is improbable that many 
families would buy immediately more 
than their first and second choice item, 
Mr. Elliott added. 

The families that said they would 
buy or build a new house at once if 
materials and labor were available were 
asked whether they had discussed the 
plans, about how much they expected 
to spend for a house, whether they had , 
actually done anything about it, and 
whether on reconsideration there were 
some reasons why they might wait a 
while before buying or building. 
Ninety-one percent of the members 
reporting new house plans had dis- 
cussed them with the family and 71 
percent had actually saved money that 
they intended to use for a house. 

However, 78 percent reported reser- 
vations about their plans when asked 
whether they might wait a while. The 
other 22 percent expressed no uncer- 
tainty about their plans. 


Planning to Build 


The percentage of families planning 
to buy or build a house was almost the 
same for all types of communities and 


regions of the country. Specifically, 
these percentages were: 
Farm families........... 9 percent 
Rural non-farm families... 11 
City families: 
2,500-25,000...... 11 
25,000-100,000..... 10 
100,000 and over.:... 9 
For regions it was: 
Northeast.............. 7 percent 
North Central........... 
Ne soiccc ke A a tees 12 
Wh kG ies ce peceses 12 


(Continued on page 108) 
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At 1941 opening of this electrical appliance 

center, the record department, then jammed 

into one small case near rear of store, 
received scant attention. 


Moving into display sections vacated by 

appliances, the record department now 

covers one entire side wall, 70-feet long, 

fronted by 83 feet of counters and tables 
along the floor. 


HONOGRAPH records are ably 
Pricing the sales fort these days 
for the Jersey Tire Company’s 
electrical appliance store in New 
Brunswick, N. J., where the firm’s 
merchandising methods make excellent 
salesmen out of the record albums. 
At the outbreak of the war the record 
department was buttoned up in a single 
wall case in the rear of the store, so 
surrounded by radio sets and major 
appliances it almost was buried. By 
the early part of last year, however, 
this department had taken over the 
entire length of one side wall and 
crashed right through to the center of 
the main display floor. 


Department Still Growing 


A review of the tape in the cash reg- 
ister proves that records clearly earned 
their right to this astounding increase 
in store space—a steady advance from 
a six-foot case to a 70-foot wall fronted 
by some 80-odd feet of floor counters 
and revolving racks. Whereas the 
cash register, recording sales, shows 
the department only hit a lean three 
per cent of the store’s total dollar 
volume in 1941, the records now are 
ringing the bell to the tune of 70 per 
cent of the gross. Last year, given a 
fair break in the battle for the consum- 
er’s dollar, record sales zoomed to 
$29,000 and so far this vear the discs 
are rolling out of the store another 20 
per cent taster. 

Don’t be misled by the firm’s name 
into classifying this store as a retail 
tire outlet which only turned to records 
as a temporary sideline when rubber 
went off the market along with elec- 
trical appliances. The name is the 
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outgrowth of an automobile tire agency 
opened in 1918 in Perth Amboy, now 
headquarters for the concern which 
currently operates four stores in Cen- 
tral Jersey. Merchandising a full line 
1935, 


particular emphasis was placed on this 


of electrical appliances since 
phase of the business six years ago 
when Jersey Tire formally organized 
an appliance division and appointed 
Jack Rosenberg to the managerial post. 


Opened Streamlined Appliance Center 


After feeling out the potential ap- 
pliance market in the New Brunswick 
area by a two-year trial run in modest 
quarters, Jack Rosenberg set up the 
present branch at 90 Albany Street 
early in 1941 as a streamlined appliance 
center featuring a self-service angle. 
Through well-conceived floor displays 
the concern rode the self-service idea 
to the limit in an attempt to induce 


customers to make their own selections 
of appliances, from table models to 
major: household types, with a mini- 
mum of assistance by the sales force. 
In the radio sections of the floor, for 
example, it was strictly up to a pros- 
pective purchaser to snap the switch 
and tune in his favorite stations on any 
models in which he was interested. 
The salesmen remained in the back- 
ground as much as possible—until it 
looked like the right moment to clinch 
the deal. 

As for the tires, they were stacked 
in a small rack in back of a partition 
screening the combined office and stock 
room from the display floor. In 1941 
tires accounted for a meager three per 
cent of the store’s total sales and this 
year are not expected to exceed five per 
cent of the dollar volume. 

The display floor, by the way, is 70 
feet deep, fronting on a 30-foot 
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window. The office-stock room, in 
the rear, is 30 feet square. 


Appliances Moved Fast 


The extent of the appliance business 
handled through this retail outlet in 
1941 may be gauged by a sales report 
revealing an average daily turnover, 
based on a six-day week, of two wash- 
ers, three radio sets and one-and-one- 
half refrigerators. At that time the 
store carried an outside crew of four 
salesmen headed by a supervisor, with 
each of the outside men rating one day 
a week on the display floor, a store 
manager and one girl for detail work 
in the office. The office girl was Elsa 
M. Otis. Today, Elsa Otis is the store 
manager. She has one assistant, Sarah 
Hague. Jack Rosenberg pays a weekly 
visit, checking sales and stock reports. 

Records first were added to the 
Jersey Tire operation when the firm 
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Fill the Gap 


BcoaDs ------~-- 


opened this new store, the department 
then being limited to one six-foot case 
and one record plaver. The depart- 
ment was relegated to a back corner of 
the sales floor while Rosenberg probed 
the merchandising possibilities of the 
music discs in the New Brunswick 
area. Held down in that fashion and 
almost totally neglected by the sales 
force, it made little headway the first 
year. The higher-priced -appliance 
units spread all over the floor stole the 
whole show. 


Records Close the Gap 


As war implements became the pro- 
ducts of first importance to appliance 
manufacturers, however, the record 
department came into its own. A re- 
cent inventory places the value of the 
music discs now stocked at $12,124 list. 

Display is a prime factor responsible 
for putting the department over the top. 
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On this score, Jack Rosenberg says: 

“We are very proud of this display. 
We firmly believe it deserves more 
credit for the growth of sales in this 
department than any other factor. We 
keep it colorful, taking full advantage 
of these striking album covers to radi- 
ate as much color splash as possible. 
One of our store windows now always 
features records and, of course, we back 
up the department in our newspaper 
advertising. 

“Naturally, stock also bears a close 
relationship to sales. For that reason 
we maintain a card index of all class- 
ical music albums in the racks and we 
watch those cards constantly. Stocks 
are replenished weekly. 


Classical Records 


“We carry as complete a stock of 
classical records as we possibly can 
handle. That’s the spot for the dealer 
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Jersey Tire Co. started a 
record department in a 
six-foot case, 


then 


watched its wartime sales 


to build his dollar volume. A classical 
album brings $5 as against $2 for an 
album of popular music. There’s the 
answer. 


Give Customers Free Rein 


“Another sales-building factor—our 
display particularly features the idea— 
is to allow the customer to handle the 
records and albums. Not only allow 
him to do so, but actually induce him 
to pick them up. Sure, smooth out the 
path so he selects the records and puts 
them on one of the demonstration play- 
ers conveniently spotted around the 
floor with the same easy feeling he 
would have at home with his own al- 
bums and his own player. And don’t 
forget that this method cuts our sales 
overhead. With a keen sales girl, like 
Miss Otis, who senses the right moment 
to step into the picture and wrap up the 
albums, the system pays off well.” 


curve climb from 3 to 70 
per cent of the gross busi- 
ness. 


By 
LANSDELL 
ANDERSON 


While the- record department has 
been ringing the cash register with 
such pleasing regularity, the sales floor 
never has been swept entirely clear of 
all electrical appliances. Diligent 
search across half the country by 
Rosenberg and Leo Koplowitz, one of 
three brothers heading the firm, has 
uncovered a ‘surprising amount of 
merchandise during the past two years. 


Still Display Appliances 


In each of Jersey Tire’s four stores 
customers therefore still enjoy a selec- 
tion of radio sets, broilers, shavers, 
clocks, vibrators, sewing machines, and 
a few other items, along with Victory- 
model gas ranges. Spreading existing 
stocks thinly, Rosenberg allocates ra- 
tioned quantities to each store on a 
monthly basis, regardless of customer 
call or any store manager’s squeals for 
more. 

“While these allotments don’t add up 
to enough to fill the bill,” Jack says, 
“this merchandise at least dresses up a 
store sufficiently to retain its identity 
as an appliance center.” 

The introduction of two new lines 
since the start of the war also has 
helped swell the sales total. Luggage 
today represents 10 percent of the 
dollar volume in the New Brunswick 
outlet and polishes are proving a 
profitable pick-up counter item. 


Sees Record Sales Increasing 


Sizing up the post-war picture on 
the basis of all the information he so 
far has been able to gather, Rosenberg 
predicts a healthy expansion of the 
record business. 

(Continued on next page) 
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The design of the album displays, facilitating self-service, en- 
courages shoppers to wait on themselves without assistance 
from the reduced sales force. 


Two sailors enjoy a popular record on player at counter in front 
of the original six-foot case in which Jack Rosenberg, manager of 
the firm's appliance division, first housed the entire department. 


Put at their ease by this well-planned store layout, many cus- 
tomers turn naturally to the record players conveniently located 
near the racks and tables stocked with albums. 


Visiting the store weekly, Jack Rosenberg registers keen satisfac- 
tion when Elsa Otis, store manager, shows him latest sales 
reports on the record department. 


T MORE! GETY 


Filling a big gap in a display section once occupied by major appliances, luggage 
now proves a profitable new line. 
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“The demand for popular records 
may fall off somewhat,” he admits, 
but in his opinion the “classical record 
business definitely will expand. 

“First, FM will increase the call for 
classical music records. The increase 
in record sales will be in direct propor- 
tion to the extent of the improvement 
FM renders in home radio reception. 
“Secondly, as television reception also 
improves, the demand for records will 
be stimulated even more. After an 
AM radio program of the Tchaikowsky 
Fourth Symphony, for instance, al- 
bums of this symphony pull a heavy call 
on the following day. When you add 
the refinement of FM and the screening 
of television, you are certain to enjoy a 
better home show. These improve- 
ments are bound to increase the ap- 
preciation of classical music by the 
general public—which in turn will be 
reflected in increased sales of concert 
and operatic albums. 

“As I see it, so far as any particu- 
lar opera or concert is concerned, the 
home radio gives you a one-shot show 
while the record provides lasting enter- 

tainment. FM will produce many 
more record customers than AM; 
television will double the traffic to these 
album racks. 

“Finally, our jive kids in high 
schools today are our classical music 
customers of tomorrow. You can take 
it from me, there are a whale of a lot 
of these kids around.” 


Records in Post-War 


Does that mean the record depart- 
ment is slated to hold on to one whole 
side of the store after the war when 
electrical appliance manufacturers 
again hit their stride? 

“That question poses quite a prob- 
lem,” Jack admits, but he comes up fast 
with a solution. 

“At that time we always can move 
into another store with twice the floor 
area so the records can hang onto their 
70-foot wall display and 80-odd feet of 
counters—and then still leave open 
sufficient floor space for extensive 
sectional displays of all appliances,” is 
his ready answer. 





Set up in 1941 as a streamlined appliance center, the store is located on one of the 
city's primary shopping streets. 
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Complete records are absolutely necessary 
to keep you out of past, present and future 
trouble and keep the business profitable, 


says Miss Bernice Sucher, bookkeeper. 





A manager who can dish out the work prop- 

erly to the right men is the first essential 

of a profitable service department for dis- 
tributors, says Edgar L. Hadlock. 


Crosley 
Keeps a Service 


66 


Cincinnati setup 


uinea Pig” 


studies the repair 


business from a distributor's viewpoint. 


UITE naturally, there are a 
O lot of .Crosley appliances in 

use in Cincinnati. With the 
war and the ending of appliance sales 
all need for a distributorship ended. 
Yet the appliances in use had to be 
kept operating. 

“Tt gave us a chance to study serv- 
ice problems in a test tube,” says H. 
A. Newell, service manager for Cros- 
ley. 

Under Edgar L. Hadlock, manager 
a space was found at 12th and Cen- 
tral Parkway, Cincinnati, which had 
been a garage. A balcony was built 
for radio, and refrigerators were taken 
care of on the main floor. Even the 
Crosley car had a space for repair 
work. A small production line was 
set up for refrigerator compressors 
and a spray booth placed in another 
corner of the building. 


Methods Followed 


Because the chief interest of this 
story lies in the methods followed in 
putting it on a paying basis, the opin- 
ions of Manager Edgar L. Hadlock 
are interesting : 

1. “It is up to the manager to keep 
the men busy,” he says. “If our out- 
side men aren’t on the go, I put them 
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to work on inside stuff, and we always 
have things they can do. If they don’t 
earn the income they think worth- 
while, they will quit.” 

2. The next most important thing is 
to have a good dispatcher. Mrs. Cath- 
erine Methard is a former telephone 
operator and knows how to talk to 
people over the telephone. She has 
been coached to find out what is 
wrong and get the data in a hurry. 
Her job, too, is to keep those outside 
men, who get $1.25 per hour for self 
and car, on the roll. Mrs. Methard 
gets about 12,000 telephone calls a 
year. 

3. “You must establish control of 
parts. They have to be kept locked up 
as if they were jewels. In this one 
tray alone we have $75 worth of 
thermostats. Service men will steal if 
they are not paid enough to live on, 
but the theft which I refer to is of 
another kind. For a long time we 
kept missing things and finally found 
small negro boys were being. pushed 
through a small window. They would 
swipe small radios and pass them out. 
The stuff in the repair shop today is 
valuable and should be treated as 
such, 

(Please turn to page 117) 
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The dispatcher is next most important, and 

here is Mrs. Catherine Methard, who is the 

voice that talks to Cincinnati's 60,000 Cros- 
ley refrigerator users. 





As near a production line as possible is set up to expedite repair work brought into 
the shop. 





An old garage along the Parkway on the edge of the downtown district, permits 
easy parking for automobiles. 
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Comes 


The problem of making clothes, fixing 
things for children, and remodeling old 
ones is a serious business for women in 
a time of rising prices. It is as important 
as saving leftovers in the refrigerator. 


Salesmen have shied away from sewing 
machines because they thought they had 
to be male dressmakers something like 
this. 


OST men contemplate the sale 
of sewing machines gingerly. 
They have gotten it into their 


head that sewing can only be done in 


an atmosphere of froufrou, “whoops- 
my dear,” and the rustle of silken 
lingerie. 


Salesmen Can Cook 


You have seen the same thing obtain 
in the food field until home economists 
started classes in “camp cookery” to 
which the boys fairly flocked. Now 
there isn’t a bunch of range salesmen in 


the country that do not delight in 
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The SEWING MACHINE 


ack to the Appliance bold 


cavorting about 


a range wearing an 
and flourishing a toothsome, 
juicy steak on the end of a large fork. 
Sewing machines are also about due 
to have the pansy ideas knocked out 
of them and the end of the war will see 
it done. The sewing machine is des- 
tined to come back to the fold as the 
oldest of home appliances, and be sold 
as such. 

The fact that so much business is 
being done by retail firms that promote 
sewing machines is the cause of the 
worm’s turning. Bloomingdale’s de- 
partment store in New York is reputed 


apron 


selling 250,000 sewing machines a year. 
Sears Roebuck is said to have sold 
100,000 sewing machines from its State 
St., Chicago, store. Sears is supposed 
to have moved about 10,000 machines 
from its Los Angeles store. Free 
Sewing Machine Co. is reputed as hav- 
ing added 1,400 new dealers since 1941. 

While there are about 2,000 sewing 
machine brands and of these 185 are 
still known, today the country’s sewing 
machine business is being done by four 
large firms. Singer, which keeps its 
activities secret, is supposed to have 
done about 50 percent of the total busi- 
ness. Singer, of course, sells through 
its own retail agents. 

Other manufacturers are Free Sew- 
ing Machine Co., Rockford, Ill., Na- 
tional, Belvidere, Ill.. and White Sew- 
ing Machine Co., Cleveland. As a 
fatter of fact, sales figures on sewing 
machines have been a deep-dyed secret. 


85 Percent Saturation 


However, the plan and research divi- 
sion of Simplicity Magazine, in 1937, 
from a survey on pattern use, deter- 
mined there were 25,419,000 sewing 
machines owned in the United States. 
This meant that about 85 percent of 
all homes had them. Naturally that 
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figure included the treadle and even 
hand operated types, which no doubt, 
accounted for more than 80 percent of 
the total. Sometime during 1938 
Woman's Home Companion reported 
that 82 percent of all homes contained 
sewing machines of one type or an- 
other. Still later Good Housekeeping 
found ownership among its readers at 
89.6 percent, divided 56 percent foot 
power and 44 percent electric. Con- 
sidering the average class of home 
accounting for Good Housekeeping, 
one manufacturer guessed that this 
meant nationally that about 27 percent 
—or 7,500,000—of the household sew- 
ing machines were electric. It must 
be remembered, too, that this estimate 
includes those electrics put on the mar- 
ket way back in the time they were 
first introduced about 1915, which 
makes some of them now nearly 30 
years old. 

Typical sewing machine purchaser, 
according to incomes groups as re- 
ported in 1940 by the U. S. Bureau 
of Labor Statistics, fall as follows: 


7%—$1,000 or less annual income 
43°%—$1,000 to $2,000 annual income 
31%—$2,000 to $3,000 annual income 
11%—$3,000 to $5,000 annual income 
8%/—$5,000 or more. 
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A Sewing School 
Sor girls... 17 t0 70 


and it’s tuition-free! 


Time and the war have licked the 
superstition that it must be sold 
in an atmosphere of lace panties. 





Ygs, we are off ; Chics, 
$s, enone the w, i 
iS ‘Omen of Chics 
2 leroy And we'd ceruinly be lad 1 ae 
r tends take it io, fe eed 
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Sy wae . A St0ups, women’s clubs es 
= as ane an individual, FOU may repise, 
Tegistrations reaches ¢ ta a e ‘ 
Our shore 
a consists of four SESSIONS op. 
see a Sareed and its attachments, pan = be 
y v) 
rae Soe ig a dees form. Meetings are held 
Room the Edison Building. = 


'wenty. 


72'W. Adams Stree,” 1% floor of 


A lor 
of women have complimented 


it was very helpful aad ine ety oor ee 
- eresting. So why my a 
St More infosmariog about it? Just call Tansy 12007 | ; 
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Utilities such as Commonwealth Edison are running sewing schools. 


What is swinging the sewing ma- 
chine in line as a dealer proposition 
is the gradiial evolution of the device. 
House-to-house work pays best where 
a gadget is new, strange, and cannot 
be obtained elsewhere. This method of 
distribution works best where people 
with the technical training to sell it 
are limited in number. 

With the sewing machine, it cannot 
be said that it has the appeal of strange- 
ness and novelty any longer. More- 
ovér, the sewing machine fits into the 
seasonal setup of domestic appliances 
just like any other device. It is becom- 
ing well known that every appliance 
has some peak for a selling season, 
and the smart thing to do is to push 
hardest on those items during their 
months of natural appeal. 


Dress Savings 


Business men who go shopping with 
their wives have seen a tremendous 
jump in the cost of female clothes. 
There has been a rapid rise in the price 
tags on women’s dresses with no cor- 


“responding increase in quality. 


Mrs. Jean Wheeler, expert for the 
Free Sewing Machine Co., Rockford, 
Ill., declares that a dress that sells 
for $19.95 can be made from $6.00 to 
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$7.00. Dresses selling today for $29.95 
to $59.95 can be made from $12 to $16. 
For from $16.00 to $17.00 you can 
get and make a suit that will cost you 
in the store $59.95. 

“Women with children particularly 
need a sewing machine,” says Mrs. 
Wheeler. “Coupons required for chil- 
dren’s shoes demonstrated how quickly 
youngsters wear out their things. This 
is equally true with dresses, and a sew- 
ing machine permits a woman to run up 
little dresses in a hurry.” 

It has been estimated that the young 
girl will buy from 10 to 12 dresses a 
year. A married woman will require 
anywhere from 6 to 10 dresses a year, 
and children will outgrow and wear 
out many times that number. With 
the hot breath of inflation prices breath- 
ing on the neck of female shoppers, it 
is no wonder that there has been a 
tremendous swing to home dress- 
making. 

Schools have been springing up like 
mushrooms. Even Commonwealth Edi- 
son Co. of Chicago advertised a sewing 
school for girls not so long ago. Pat- 
terns today are simple. The confusing 
blue dots that used to look like a cross- 
word puzzle have given way to blue 
lines that even the addlepated can fol- 
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Real truth is that the salesman sells the machine and shows the customer how to 
use its equipment, such as the button hole device here. Customer learns to do 


dressmaking elsewhere. 


low. Along with ability to cut down 
the high cost of clothes, women who 
learn to operate sewing machines learn 
they can make draperies for $4 or $5 
that would knock them off for $20 
at the store. They can turn out slip 
covers for their furniture at a great 
saving and they learn that in 8 or 9 
hours they can produce a very accept; 
able dress. 


Selling Technique 


The technique of selling sewing 
machines has none of the intimacy of 
the fitting room at all. Your specialty 
salesmen never dreams of dropping 
down on his knees with a mouthful of 
pins and adjusting the little folds over 
the butter rolls of milady. Selling is 
limited to demonstrating how the ma- 
chine works and what its attachments 
will do (and the attachments make 
a nice tidy extra profit). Whereupon 
the woman buyer is turned loose to 
learn the mysteries of dressmaking by 
actual practice. With the simple pat- 
terns of today, plus an understanding 
of the mechanical operation of the 
machine, she learns to operate it just as 
women best learn to operate an ironing 
machine by practice on simple things. 

Sewing schools are fine, and if a 


dealer can put on one—run of course, 
by a woman—he will get a very nice 
lot of floor traffic. Where the dealer’s 
store is one of the mama-and-papa 
variety, if the wife can do it, it makes 
a very good combination. 

This department remembers a dealer 
who once rented a building which the 
neighborhood considered haunted and 
told the story of how he overcame 
his fear by starting a sewing school. 
So successful was the sewing school 
and his father’s collection of antiques 
in attracting trade, that it continues to 
this day as a traffic getter. 





A money saver 


The big point is not the school— 
it is the fact that any two-fisted guy 
can learn enough about sewing ma- 
chines to demonstrate them sufficiently 
to make sales. Another great argu- 
ment is the fact that the sewing 
machine is a depression item—some- 
thing that enables families to cut cor- 
ners and save money. It looks ex- 
ceedingly likely that a lot of sewing 
machine business is going to be done 
after the war, and the dealer who learns 
the knack of presenting them now is 
going to be forearmed for them. 
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Servicin 


AUTOMATIC LAUNDRY 


Service Manager T. F. Robinson reveals 





To Install a Drive 
Cable in Old Models 


One of the unique features of the early Auto- 
matic washer was the fact that it was operated 
by a cable. Occasionally a service man has to 
replace one of these cables. It is easy to diagnose 
the need for replacement as the. machine simply 
will not run. The steps in the -process are as 
follows: 


(Read up and down) 





First find the center of the cable by holding the 
two threaded ends in one hand evenly and crimping 
the cable at the other end. 





@ Place the crimped end in the small sheave as 
shown, 
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Take one-half of the cable in each hand and wrap 
around the sheave in the grooves as noted above. 





5 This picture shows the cable on the opposite end 
of the small sheave and is now ready to be attached 


to the large sheave. 





Be sure in installing the left end of the cable in 

the large sheave that the lock nut is run down on 
the end of the cable far enough to enable the threaded 
stud to go through at the proper place. 









This shows one end of the drive cable fastened 
loosely to the large sheave and the manner in which 
the opposite end should be placed. 


Both ends of the cable have now been placed prop- 
erly on both sheaves with the lock nuts as loose as 
they can be. This will not enable a complete circuit 
of the cable on the large sheave. 
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(QUEEN WASHERS 


the steps that lead to quickest results. 





With a large screw driver the cable may be drawn 
over the edge of the large sheave and will snap in 
place. 


10 Above is shown the manner in which the cable 
ends are drawn tightly in place. The lock nut on 


the side -of the sheave closest to the end of the cable 
should be kept loose at all times in the first tightening 
operation. 





11 Now when you think the cable has been tightened 

sufficiently, take your large screw driver in the 
manner shown above and pry up on this cable to remove 
any possible slack or stretch that might still be evident 
around either the large or small sheave. This should 
be done several times. 
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To Take Out a 
Plastic Agitator 


It doesn’t take the seventh son of a seventh son to 
tell you that a plastic agitator is very sensitive to 
rough treatment in handling, and must be gently 
dealt with in removing. Following are the steps 
by which an expert gets one out of a washer: 





First remove the agitator cap with a pair of pliers. 

This cap has a right handed thread. A few models 
are equipped with a cap that is pressed down over the 
agitator which can be readily detected, and if they 
are equipped in this manner, the cap can be pried up 
with a screw driver. 





After the cap has been removed secure a long rag 
or towel and place under the agitator up next to 
the center post. 





iz 


When the cloth has been placed in the right posi- 
tion as shown above, have an assistant take a blunt 
driver and tap severely with a hammer. In this manner 
—by driving down on the shaft and pulling up on the 
agitator at the same time—what corrosion there is 
around the spline that drives the agitator will break. 


(Continued on next page) 





HIS is one of a series of “how to" service articles 

on specific makes of electrical appliances. These 
step-by-step operation instructions are prepared 
by Electrical Merchandising, in cooperation with 
the manufacturers, and carefully checked for ac- 
curacy. Already published are similar service 
articles on the following makes of appliances: 
Westinghouse irons (February, 1941); ranges (Au- 
‘gust, 1943); Maytag washers (April and Septem- 
ber, 1942); Knapp-Monarch toasters (November, 
1942); Premier vacuum cleaners (November, 1942); 
Simplex ironers (March, 1943); Speed Queen 
washers (March, 1943); wringers (June, 1943); 
lronrite ironers (April, 1943); General Electric and 
Hotpoint irons (April, 1943); General Electric 
washers. (May, 1943); refrigerators, Type CA 





PREVIOUS SERVICE ARTICLES 


(October, 1943); Blackstone ironers (May, 1943); 
wringers (September, 1943); Universal irons (May, 
1943); washers (July, 1943); percolators (Octo- 
ber, 1943); toasters (November, 1943); cleaners 
(April, 1944); Lovell wringers (June, 1943); Hot- 
point ranges (June, 1943); Apex washers and 
ironers (July, 1943); Easy washers and ironers 


(August, 1943); Chromalox electric range units 
(September, 1943); Thor washers (September, 
1943); Norge refrigerators (November, 1943); 


Bendix washers, (November, 1943); Gibson refrig- 
erators (December, 1943); Telechron clocks (Febru- 
ary, 1944); Dexter washers (March and April, 
1944); Motorola radios (March, 1944); ABC 
washers (April, 1944); 1900 washers (May, 1944). 
Crosley refrigerators (June, 1944). 
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CONTINUED FROM PRECEDING PAGE 
(Read left to right) 

















Removing Center Post | 
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, 

4 And the agitator will lift out in this manner and you 41 First drive out the drive pin which is accomplished @ After the pin has been removed by using a short 
will be happy to find that your agitator is in one as above with a piece of babbit or heavy steel held handled pipe wrench that would fit inside the tub, ; 

piece. against the post below the pin and driving out from the the special wrench as above would not be needed. This 
opposite side. center post has a right hand thread and unscrews down i 

to the bottom of the tub into the transmission. 
The illustrations shown are of the more com- 
° ° s H plicated heads that carry shroud coverings. The 
ISASSEMDINE Winger ANG Winger nea steps are as follows: | 
. * ae a ~ : mae ne . — - 

j 
4 


Remove the chrome band that covers the seams 
of the two shrouds with a screwdriver as this band 
is held in place with expansion clasps. 





4 With a small wrench remove the spacer nuts as shown 
and also the through bolts at the. base where the 
wringer is attached to the head. 
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3 The side plates come apart very readily ‘after the 
two screws have been removed, exposing the wringer 
head proper as in the accompanying picture. 


You will note in the illustration above, the mechanic 

is in the process of removing the Phillips head screw 
from the base of the wringer head. There are two such 
screws,—one being located on the left edge of the 
wringer head side plate as shown on the picture. 


- oY a 





When the bolts have been removed, the wringer can 6 Above illustration shows the broken coupling to- 4 
be taken from the head very readily exposing the gether with the new one that the mechanic will 
drive coupling which is the part most frequently broken install in the same manner that the old one has been i 

and needs replacing. removed. 
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Removing the Pinion Guide and Gears From Washer Head 





You first remove the side plates 
held by the four through bolts. Then 
J you take out the pin with the sharp 
, pointed pliers, the pin that: is found 
in the extreme end of the reverse 
lever. The pictures give the idea 
from here on: 








1 By removing the pin this releases the reverse lever 2 This is the worn pinion guide that has been removed 
t and also enables the mechanic to easily remove the with very little effort and can be readily replaced. 
pinion guide. 





» 


‘i ™ a ng ill , - =n 
Transmission Adjustments that May be Done Bp typ 
the transmission from the washer. These adjust- 


i & a 
e ye | t h 0 ut Re m 0 ¥ | il g It : ments are photographed with a cut-away trans- 


/ mission so you can see what is going on: 
‘ hk 
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| 
h 1 8y gently tapping the cap that covers the adjustment @ After the cap has been removed a crescent wrench 3 Then with a screw driver either raise or lower the 
“a nuts, you may readily have access to the three trans- should be used to unscrew the lock nut. pinion gear on the agitator shaft, whichever may be 


mission adjustments. necessary. If the pinion seems to engage with the sector 


adjustment, the screw should be lowered. If it fails to 
disengage, it should be raised. 





A 





4 '|f there should happen to be a knock or up and 5 The above picture shows the method of adjusting the 6 When the adjustments have been completed, extreme 
down play in the worm wheel or worm gear, adjust- eccentric stud on the sector gear that takes out the care should be taken that the set screw is held in 
ment of the worm and worm wheel in the same manner knock of the sector and agitator drive pinion. position with a screw driver while the lock nut is being 
as shown above should be made. tightened. 
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A gross of $8,889 for four-month period by shop end of the business is reported by Miss 
Anna Chivell, bookkeeper, right, to Mrs. J. F. Creveling who routes the repaired appli- 


ances along to customers. 


CREVELING: 


rLECTRI 


aut 





‘The store is located on one of Easton's 
main shopping streets, a two-minute walk 
from center of city. 


HE current shortage of electri- 
l cal appliances may require a 
dealer to overhaul his merchan- 
dising methods somewhat but it need 
not force him to dive into the market 
for dozens of new lines, formerly for- 
eign to his store, in the opinion of J. F. 
Creveling. The owner of Creveling’s 
Electric Shop, 218 Northampton St., 
Easton, Pa., hasn’t added a single new 
item since the start of the war. 


Employs Five Repairmen 


While the present scarcity Of ‘skilled 
repairmen well. may needle a dealer 
into a faster pace to make the grade 
on the home service front, as Creveling 
readily admits, in his opinion an elec- 
trical appliance dealer with a sound 
background, one who conducted a well- 
rounded operation in prewar ways, now 
should not experience much difficulty 
on this score either. Currently, he 
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In a corner of the repair shop, Francis Kachline, foreman with |8 year's experience in 
Creveling's employ, lays out some work on a washer for Harry Herstine, shop repairman, 


No New Lines and 


No Manpower 


The dealer who knows his appliances from the electrical as well as the merchan- 


dising angle can train his own service men, says J. F. Creveling of Easton, Pa. 


maintains a service crew of five and 
keeps three trucks rolling. 

Opening the concern’s ledgers to 
prove his case with figures, Creveling 
points to an average gross of $3,444 
per month so far this year. For the 
period Jan. lst through April 30th, the 
books show $8,889 for the repair shop 
and $4,887 for the store. 

It is his personal conviction there 
will be no slump in this even flow of 
business during the balance of the year 
and he thus confidently predicts a 
total gross exceeding $40,000, possibly 
nearer $50,000, for 1944, as compared 
with $70,000 to $80,000 for some aver- 
age prewar years and a top of $100,000 
for the best annual showing since he 
opened the store in 1918. 

“A sound background, in this special- 
ized business,” Creveling explains, 
“does not merely consist-of a-thorough 
understanding of merchandising princi- 
ples. In this game a dealer also should 
know something about the fundamen- 
tals of electricity. If he took a course 
or two in school or college, so much 
the better. In any event, as a minimum 
requirement, a dealer certainly should 
understand electricity from a practical 


angle and know how to repair all appli- 
ances he sells. 

“This war brought on conditions 
which proved this factor equally as im- 
portant as merchandising. In this shop, 
for example, my knowledge of appli- 
ance repair eased the situation tremen- 
dously when the Armed Forces reached 
into my service department. Employ- 
ing new men, over the draft age, we 
have been able to train them into 
reliable repairmen in a very short 
time. 

“Take William McClary, for exam- 
ple, who served in the Army for a 
year, was given his release, and then 
came to us. He now is being developed 
into a good repairman on oil burners. 
That is one spot in which I always 
carry a self-reliant, capable repairman 
because much of his work is done away 
from the shop. He represents us out 
in a field where we have customers who 
purchased burners from us as far back 
as 1930 when we pioneered the Timken 
line in this territory. 


No Service Interruption 


“All told, the draft board sent three 
of our experienced repairmen into the 


Army and three others switched into 
war-industry jobs. Never, at any time, 
however, were we crippled. As each 
one left, we immediately started train- 
ing a replacement, always picking can- 
didates over the draft age. 

“Even William Fyrtag, refrigerator 
and oil burner salesman for 12 years, 
received some repair instruction so he 
now can assist on minor jobs in that 
department, along with clerking and 
other store work, until radio sets and 
appliances return to the market so he 
again can devote his entire time to 
sales.” 

While Mr. Creveling did not reveal 
the exact number of repair jobs cleared 
through the shop daily, the average 
quantity of appliances on hand in the 
shop and on shelves awaiting customer 
call stacks up about as follows: 10 to 
12 refrigerators and about an equal 
number of washing machines; 25 or 
more irons, a half-dozen vacuum clean- 
ers and usually 8 to 10 toasters. His 
shop foreman, Francis Kachline, has 
been with him for 18 years. 

On the question of effecting repairs 
in the home or trucking an appliance 
to the shop, Mr. Creveling draws the 
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William McClary, at left, who recently joined the service staff in this shop after a year 





in the Army, receives instruction in oil burner repair from J. F. Creveling. 





Appliance repair is featured in several window displays, one section of 
window solely devoted to washer service while other sections similarly 
highlight repair of various other appliances. 


line this way: “If we can handle the 
job in the home at a reasonable charge, 
that is good business for us and fine 
for the customer. Every repairman, 
however, is cautioned not to turn a 
housewife’s kitchen into a messy work- 
shop.” 

One display advertisement, a two- 
column ad, three to four inches in 
length, carried in the newspaper each 
week, brings in new customers. A 
service ad also appears daily in the 
classified department. 

While indicating that repair parts 
now are being received in fair quan- 
tities, his salvage department, however, 
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often has saved the day for the shop. 
Further, many a rebuilt refrigerator 
has materialized from that same sal- 
vage department. As for merchandis- 
ing the wide variety of smaller items 
incidental to a general supply business, 
Mr. Creveling believes too many retail- 
ers overlook the display angle. “I am 
thoroughly convinced that Five-and- 
Dime store methods do the fastest, 
selling job. I believe in an open 
counter as the best place for all small 
items just as appealing floor displays, 
breaking the store up into attractive 
departments, prove the best salesmen 
for both table and major appliances.” 
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A corner of the salvage department in a third-floor room lined with bins of various 
sizes, each with a label indicating exact contents, holding all usable parts saved when 
tearing down trade-in appliances. 





Refrigerator and oil burner salesman for 12 years, William Fyrtag, 
appliance repair pointers from Creveling during lull on sales floor. 





Creveling finds numerous smaller items move fastest when displayed on open counter. 
Here, Fyrtag registers sale which was not on customer's original shopping list. 
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From material supplied by George A. Lennox 





it was the great heat required to smelt nickel and chrome alloys that delayed 
their arrivel on the scene. When you appreciate that resistance wire itself is used 
in producing terrific heat electrically, you can imagine what is required to melt 
it. This scene, taken at Driver-Harris Co., Harrison, N. J., shows metal just about 


as hot as anything on earth can get. 


BELIEVE that the first patent on 

a heating device was for an elec- 
tric toaster and issued about 1850. 
The heating medium was platinum 
wire and wet batteries. The first elec- 
tric resistor of other material was 
about 1860 when a nickel silver alloy 
was used. 

The Driver-Harris Co. was organ- 
ized Dec. 23, 1899. Between 1899 and 
1905 it produced copper, brass, cop- 
per-nickel alloy and Climax, the reg- 
istered trademark of nickel-steel alloy. 
Climax was used to some extent as 
the heating element of the early heat- 
ing devices but its life in this applica- 
tion was short and it soon became 
very obvious that if such devices were 
to be developed it would be necessary 
to obtain a heating medium that would 


Jast a great deal longer. 


Birth of Nichrome 


After months of discouraging ex- 
perimentation a new alloy was pro- 
duced and sold under the registered 
trademark name of Nichrome. In 
October 1908 Nichrome had its first 
public exhibition at the Electrical 
Show in the original Madison Square 
Garden in New York City. The glow 


and heat of this element attracted 
considerable attention. 

Changing requirements and higher 
standards have been met in the years 
since with a precision that is possible 
by complete control of processes 
through every stage of manufacture 
from the first melting of the metals 
to hot rolling and cold finishing. To 
meet the need for a resistor material 
that would endure the higher tem- 
peratures necessary for electric fur- 
naces, heaters, ovens, ranges, etc. re- 
search has resulted in the development 
of another grade of Nichrome now 
known as Nichrome V for longer life, 
quicker heating and greater overload- 
ing capacity in elements operating at 
temperatures in excess of 1850 deg. F. 


_ Driver-Harris Today 


From an humble beginning of 200 
sq. ft. of property and 12 employees 
Driver-Harris has a plant covering 10 
acres, and maintains district offices 
warehouse and agencies throughout 
the United States, Canada and Mexico 
and with manufacturing plants in 
Manchester, England, New Ross, Irish 
Free State, and prior to the war, in 
Milan, Italy, and Gassicourt, France. 


From an interview with Murray H. Owen 


Y earliest recollection of stove 

wire was a piece of bare cop- 

per, Wrapped with a woven asbestos 
tape. The wrapping was done by 
hand, Of course, electric cooking was 
more or less of a curiosity then, so the 
production was a stove now and then. 
The first asbestos insulated stove 
wire was produced by the D and W 
Fuse Co. of Providence, R. I. This 
company was owned and operated by 
Mr. Downs and Mr. Woodward. 
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Hence, the name. They invented a 
process of felting asbestos fibers 
around a wire. While the asbestos 
wire of 30 years ago was in no way 
comparable to the present product sold 
as range wire, it served the purpose. 
Shortly after D and W patented 
their process another company started 
in the business of producing asbestos 
wires in York, Pa. This was the Heany 
Wire Co., owned by Mr. Heany. Later 
this company was taken over by the 


Independent Lamp and Wire Co. 

During World War I the D and W 
Co. was purchased by General Electric. 
Inf 1920 the General Electric purchased 
the Independent Lamp and Wire Co. 

In 1921 or 22 the General Electric 
consolidated the above two factories 
by moving the D and W plant to 
York, Pa. 

The two processes used by these two 
manufacturers were as different as day 
and night, but the finshed product from 
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either process could not be distin- 
guished from each other. Neither one 
compared with the quality of present 
day range wire. 


Early Wire Problems 


Along about this time electric ranges 
began to move, and our troubles began. 
It seemed that any way we turned we 
ran into trouble. The range wire had 
to be reasonably moisture-proof. It 
had to be flame-proof and could not 
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give off offensive odors when subjected 
to heat. If we made the wire moisture- 
proof it would smoke when it got hot. 
If we made it flame-proof it wasn’t 
moisture-proof. Although this may 
sound silly nowadays, I can assure you 
it was a problem of major proportions 
at the time. When a housewife or a 
servant got a shock from an electric 
stove the story of the shock traveled 
faster than the radio of today could 
spread it. 

By seemingly endless experimenting 
we were able to lick the moisture and 
flame problems, only to learn that we 
could do it with certain types of as- 
bestos. This brought about a long time 
of tedious study of various known 


types of asbestos fibers. We found 
that many contained free iron. Others 
contained too much surplus. We at 


last found a type suitable to the needs 
of range wire only to learn later that 
the supply of it was decidedly limited 
By 1925 we had tested asbestos from 
every known source on the North 
American continent. Our search for 
better fiber spread to foreign lands and 
we finally located one in South Africa. 

Up to this time our volume had been 
small, and we hadn’t had much time 
to devote to improving the process of 
applying the asbestos to wire. Ranges 
and other appliances began to move 
more rapidly and our old process of 
insulating couldn’t meet the demand. 

In the late 20’s we designed several 


E. L. Wiegand First in Range Unit Service 





E. N. CALHOUN 
President, Edwin L. Wiegand Co. 
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new insulating processes. None of 
which was as good as we wanted. In 
1929 we emerged with a high speed 
process which actually did a better job 
of insulating than any tried so far. 
This process is still in use with many 
refinements. Our road seemed smooth 
now. We had invested enormous sums 
in development and machinery and it 
began to look as though we could settle 
back and go places. 

Then, the utilities and range manu- 
facturers got together and decided that 
electric ranges were too high priced. 
Cost reductions had to be realized. 
Although the wire is only a small part 
of the cost of the range, we agreed to 
cooperate so that more people could 
cook electrically. 

Up to this time all stove wire was 
insulated with a felted asbestos insula- 
tion and finished with an asbestos 
braid. Our engineers thought that by 
putting on more felted asbestos and 
making it more dense, that the asbestos 
braid could be eliminated; thus reduc- 
ing the cost. 


Refining Raw Fibre 


So we started all over again. Our 
chemists went to work and discovered 
that we could obtain the desired result 
if we could refine the raw fiber to a 
higher degree before we applied it. 
They didn’t tell us how to do it, but 
proved to us that it was highly desired. 
More hard work, more money, sweat 


From a letter by President E. N. Calhoun 


E first started selling Chroma- 

lox “Super-Speed” range units 
to manufacturers twenty some years 
ago, and for a number of years we 
limited our efforts to selling these units 
to be used as original equipment by the 
manufacturer. 

The idea came to us to develop and 
design a unit with features which would 
make it possible to service any make 
or model of range. With this as a 
basic background we started ott some 
12 or 15 years ago with a design of 
unit that incorporated what we termed 
an adaptor ring which was interchange- 
able on each wattage unit, making it 
possible to supply adaptor rings at a 
very nominal cost of different overall 
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and tears went into the development of® 
a process to refine raw fiber, to a higher 

degree than had ever been attained. 

Proof of our success is the present 

asbestos insulated range wire which is 

moisture-proof, flame-proof, doesn’t 

smoke, has a tough insulation of pure 

asbestos fiber and has no braid. It 

sells for about one-fourth of the wire of 

25 years ago. 

The asbestos is first purified by a 
“washing” method. Practically all im- 
purities are removed. It is dried in 
suspension. When thoroughly dried 
it is “worked” into bats, which are fed 
into our insulating machine. The best 
way to describe the actual method of 
getting the fibers around the wire is to 
use an expression of our workmen, 
“Tt’s flowing on.” It sounds easy, but 
please be assured that a lot of engineer- 
ing surrounds the process. Stove or 
range wire must have a certain density 
of insulation. Each size requires a 
different rate of “flow” of the fibers, 
and the rate of feed must be controlled 
or the density is off. 

The fibers are applied or delivered 
to the conductor in a dry state. The 
insulating wax, solution and insulating 
resin are applied to the fibers by split 
second timing. The slightest varia- 
tion may ruin the electrical properties 
of the insulation. 

There are, as in every line of work, 
tricks to the trade, but experience in 
handling asbestos is the one thing that 


diameters to fit these different openings 
in the range top. 

At one time we had over 100 differ- 
ent O.D. adaptor rings, but only four 
standard wattage ratings. This has 
since been limited down to two stand- 
ard ratings and approximately 50 
adaptor rings. 

You can very readily appreciate 
what this means from the standpoint of 
servicing all makes and models of 
ranges in use today. It meant that by 
a nominal investment of approximately 
$200 the service department could set 
themselves up to service any range that 
needed surface units. 

Some 10 or 12 years ago there was 
developed what was termed a load 





MURRAY H. OWEN 


Stove wire had to meet the new diffi- 
culties of flame and moisture, and yet 
hold its insulation. 


will make or break a range wire. It 
is just plain ornery stuff to work into 
an electrical insulation, and without 
our experience in application and 
engineering control I’m afraid a lot 
of women cooks might be “shocked” 
quite frequently, and I don’t mean their 
modesty. 















balancing type of switch. This meant 
that on a 3-wire circuit when the switch 
was in the high position the two cir- 
cuits of the unit, each circuit designed 
for 115 volts, were connected in series 
across 230 volts, thereby technically 
giving a balanced load on the trans- 
former or distribution system of the 
power company. 


Servicing Troubles 


There was just one very serious 
difficulty with this load balancing type 
of switch. In servicing a range, if 
they put on a new unit and did not 
carefully check which of the three wires 
leading from the switch to the unit was 

(Continued on next page) 
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the so-called neutral, the result would 


be a misconnection and one circuit of 
the unit, which was designed for 115 
volts, would get double voltage applied, 


or four times the wattage which result- 
ed in failure of the unit. The service 
company, whether it was dealer or 
power company would then return the 
unit to us as defective; then we had 
to go through the necessary procedure 
of proving to them what had actually 


taken place, 

In trying to overcome this difficulty 
the writer personally took up with 
several switch manufacturers the possi- 
bility of making a special switch to 
*vercome this serious fault as encoun- 
tered by the use of the so-called load 
balancing type of switch. The final 
result was the development of what is 
known as the 5, 6 or 7-heat switches 
which have been used on all recent 


designed ranges. This eliminated mis- 
connecting the unit because, to start 
with, each circuit of the unit was actu- 
ally designed for 230 volts, so it was 
impossible to get double voltage across 
one circuit. It also meant that by 
manipulating the switch you could get 
different positions or resultant wat- 
tages from maximum down to one- 
sixteenth of the total or designed 
wattage. 


Gives Balanced Load 


The fact that every range manu- 
facturer has adopted this multiple 
heat switch would indicate its desir- 
ability. It gives a very definite bal- 
anced load on the electric range. This 
idea resulted in a patent being issued 
and assigned to the Edwin L. Wiegand 
Co. 


Range Timer Came Out of Clocks 





T so happened in 1918 I had occa- 

sion to go into an electrical store 
here in Waterbury, Conn., to buy a 
fuse, and lo and behold, there was an 
electric range with an alarm clock 
parked on the top. I made some in- 
quiries and found that it was a West- 
inghouse, that the range was a “Flavor- 
zone”, I believe, and that the alarm 
clock turned the current on at any 
predetermined time, whereupon the 
oven would come up to temperature— 
the cooking proceeding by stored heat 
from that point on. 


Designed Range Clock 


The appearance of an alarm clock on 
a range just sort of jarred my sensi- 
bility of the fitness of things. I came 
back to the plant and designed a clock 
of a style that more nearly seemed 
compatible for use on a range, and also 
incorporated constructions in it so as to 
protect it from the natural vapors and 
heat that it would be subjected to, and 
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submitted it to Westinghouse at Mans- 
field, Ohio. They thought we did a 
pretty good job, and we manufactured 
large numbers of those clocks for 
several years. 














Shown above is the first timer that the 
Lux Clock Mfg. Co. ever made. It had 
a hand wound movement. 





Recollections of Fred Lux on control mechanisms 


It was back about 15 years ago when 
we developed a timing mechanism that 
went into an electric toaster, and one 
of the companies that purchased the 
mechanism was Hotpoint in Chicago. 
I made only very infrequent trips to 
Chicago, and on one of these trips I 
called upon Hotpoint and got ac- 
quainted with Miss Tasch and Mr. 
McCormick. Mr. McCormick at that 
time was range engineer, and they 
showed me about their display room. 
A rather awkward device was mounted 
on one of the ranges, and it had some 
knobs and a dial on it. Upon inquiry 
I was told that it was used for closing 
and opening the circuit to the range 
oven at a predetermined time—the 
thermostat in the range maintaining 
the temperature during the so-called 
cooking period. 

Again I didn’t like the appearance 
of the mechanism, but more impor- 
tantly, did not like the complications 
involved in setting it. I designed a 
timer right on the spot that could be 
used for telling time, and which was 


TIMERS DO CHANGE 


This is the first fully automatic, electric, 
self-starting synchronous motor range 
timer. 


JULY, 


provided with two setting dials, similar 
to that used on alarm clocks; sketched 
out a casing that was attractive, and 
added, rather than detracted from the 
appearance of the range; and indicated 
a probable price. It so happened the 
probable price was quite appreciably 
under what was then being paid for 
the mechanism used; sales potentiali- 
ties were very evident; and after a few 
conferences we were given our first 
order for that item which was the 


forerunner of all the automatic range, 


timers now being produced by various 
manufacturers, 

The job was spring-powered, and 
was ‘used through the years up to the 
time when synchronous powered clocks 
became popular; for the most natural 
place in the world to use such a syn- 
chronous powered clock was on an 
electric range. 


First Clock in 1929 


I may be somewhat wrong in my 
guess as to the original clock having 
been made 15 years ago but I have 





Above is the Lux timer as it looked when 
the war stopped manufacture. 
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just checked up and found that our 
first order for a range timer that told 
time, was very simple to set and would 
turn an oven on and off, was entered 
in our books in June, 1929. 

Quite some years ago we were ap- 
proached by someone in New York, 
(I cannot recall who), to duplicate a 
timer that was made in Europe, and 
was used for timing the development 
of X-ray film. The quantity they were 
interested in was very, very small— 
certainly not enough to warrant tooling 
—and I wasn’t particularly impressed 
with the possible volume in that mar- 
ket. So I advised the gentleman that 
we could not find ourselves interested. 

A few minutes after he left I had an 
inspiration, opened the window of my 
office (which happens to be in the front 
of the building) and called him back. 
We accepted his proposition—condi- 
tional on his being satisfied with a 
mechanism that would do the same job 
that his foreign timer did. He was 
grateful, and so was I, because I had 
a “hunch” right there that that par- 
ticular timer could be used beautifully 
in the home on a range, for timing the 
boiling of eggs, the haking of cakes, 


Steel’s Contribution to the Range 








This, H. K. Nock points out, was simply 
an adaptation of an industrial timer 
for the purpose of automatically turn- 
ing off and on the oven of an electric 
range. This model was largely used in 
factories to control lights. 





ELECTRIC RANGE TIME AT G. E. 





This G. E. timer appeared when ranges 
were becoming streamlined. A miniature 
signal lamp now indicates when the 
timer has control of the oven. It was 
new too in being permanently wired 
into the electric range. 


On the GE model T-60 a’ “minute 
minder" appears which consists 6f a 
small alarm bell for ringing at the ex- 
piration of a few short minutes. 








the roasting of roasts, and all such 
things that Mrs. Lux at home either 
overdone or underdone, unless she was 
particularly careful. 

Further, I had an inspiration on the 
design of a mechanism by means of 
which this could be accomplished much 


Made Possible Porcelain Enamel 


EAUTY is more thar. skin deep in 

the case of the slick looking elec- 
tric ranges that you see today. Be- 
cause of the fact that electric ranges 
get so very hot, and because metal 
expands and contracts, manufacturers 
approached the production of a porce- 
lain enamel range in fear and trem- 
bling. 

The truth is, behind the porcelain 
enamel you see has been a remarkable 
development in the metal it is placed 
on. In the last ten years ductility of 
iron has increased from 400 to 500 
percent. It has been accomplished by 
heat-treating the metal for four or five 
days prior to drawing, and this is 
sufficient to allow the molecules to 
rearrange themselves and relieve the 
stresses set up in rolling’ operations. 

Why roll metal cold, you ask? It is 
obvious that red-hot metal can be 
flattened out quicker than stuff that is 
reduced cold. True enough, but cold 
rolling puts a fine surface on the iron 
and increases its drawing properties. 
What they didn’t know 20 years ago 
was that this process also upset the 
molecular structure, which tended to 
correct itself later (and incidentally 
ruin the porcelain enamel surface.) 
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This process of heat treating con- 
tained one of the trade secrets of the 
steel business. The exact temperature 
is the secret and the gauges are pur- 
posely kept cockeyed so as to not re- 
veal what is going on. It has been 
discovered that a variation of four or 
five degrees will spoil the sheets. 

Furthermore, they found that steel 
“ages.” Honestly, the sooner it is 
used after it is heat-treated the better 
it draws. 

They have found out a lot of funny 
things about iron and steel in the last 
ten years—new ways to increase its 
rust resisting properties. For in- 
stance, the purer the iron is, the longer 
it will resist rust and corrosion. They 
have found that alloy steels with less 
than 11 percent chromium are going 
to rust. The nioment you get to 11 
percent rusting practically stops. They 
have discovered that high tensile steel 
gives manufacturers a material with 
greater strength, and a reduction in 
weight. Virtually every appliance 
made has parts on it today that could 
not have been produced a decade ago, 
and the magnificent one-piece ranges 
on the market are examples of this- 
improvement in the art. 
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more simply than on the foreign 
mechanism submitted; and, as a conse- 
quence, they could be made at a cost 
that would appeal to range manufac- 
en 

We therefore produced this first 
initial quantity, spending about five 





While this gigantic press is turning out a tub nevertheless it will give you an 
idea of the sort of equipment that punches out one-piece electric ranges. Not 
until the range industry got into quantity production was it able to afford invest- 
ments that such mammoth machinery demanded. 


times more for the tools than the 
total value of the order, and William 
Hersey, with whom the electric range 
and gas range industry is rather well 
acquainted, merchandised the “Min- 
ute Minder” to the domestic range 
indystry.” 
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eae OP Seen, NATIONAL MAGAZINES CARRY BIG 
Naat SCHEDULE OF MAYTAG ADS! 





Continuing without interruption 
throughout the last six months 
of 1944, the heavy Maytag adver- 
tising campaign will keep right 


bs 
ae 
~ 
ee TDs 


SuRtEsse une 


de | van ancien of Fans pveneEa® AMD 









~ Nere S en on keeping Maytag in the minds 

~ ah, Sane ee / and hearts of the nation's house- 

. * . = wives. 

eee / | Eight major magazines will carry 

~~ ~ oe © | the big Maytag schedule . 

~— nt sy Life, Woman's Home Companion, 

‘So 4a dF McCalls, Better Homes and Gar- 

= aad dens, Household, Country Gentle-— 

> Ae ea man, Successful Farming and 

i es JM Cappers Farmer. Big cities, small 

+ nin. & cities, the farms . . . all will 

athe aes b be thoroughly covered .. . for 

aoe a Maytag is everywhere the favorite. 

ne Te To Maytag dealers, this will, we 

YSIS Soe hope, be good news. For this cam- 

a,” = paign is an important phase of 

CS Maytag post-war planning. To you 
ANA TE other dealers, a few of whom may 

Rae be located in an "open" Maytag 

oy SR, area, this program is an important 


fact for you to keep in mind if the 
Maytag representative calls on you. 


THE MAYTAG COMPANY, NEWTON, IOWA 
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oal Companies 





Wherever the stoker has been tried out, it has stuck, which is a 


good recommendation for an appliance. 


This one, in Evanston, 


Ill., has been operated for years by a woman. 


of Lew Dockstader’s minstrels, 

the gentlemanly interlocutor used 
to ask Mr. Bones, “Would you like to 
fill a drunkard’s grave?” 

“No,” Mr. Bones would reply, “Let 
the drunkard fill it himself.” 

At first blush the suggestion that 
utilities and coal companies get behind 
stokers with their advertising funds is 
likely to bring out a facetious remark 
like the foregoing. Let the stoker 
firms fill the need themselves. Yet an 
examination of the idea reveals some 
thinking that is as deep as a well. Both 
utilities and coal companies are spend- 
ing their advertising money today 
largely in flag waving. Creeping up 
on them both is a situation that is very 
likely to affect their pocketbooks in 
the very near future after the war. 
The little stoker, some think, holds the 


ie the silk hatted, white spatted day 


SN NG ac sain sind eed nves's aeitecen 


Gas water heating. ... 
Refrigeration by gas.... 
Gas house heating 
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key to the situation and is the remedy. 

The use of gas for house heating is 
an entering wedge which threatens the 
electric utility with the loss of domestic 
loads for cooking and water heating. 
True, gas furnaces do employ electric- 
ity to run the blower but that is trivial. 
The big point is that in nearly 50 per- 
cent of new housing in gas communi- 
ties, gas furnaces are going on the job. 
Furthermore, there has been a steady 
decline in the number of homes where 
hand firing is done with coal. It is not 
a pretty picture for the coal companies, 
nor is it an optimistic one for the elec- 
tric utility that expects to lean on its 
domestic load after the war. 

One community expects this to be the 
ratio of the way gas is going to go into 
the new homes in the years immediately 
following the war: 

This is in a region where electric 


Ist year 2nd year 3rd year 
_ 92.1% 13% 90.3% 

73.3%, 71.4% 72.9%, 
Te 15.7% 15.3% 15.8% 
pena 50% 47.9%, 49.4%, 


A MOTION ....7hat Utilities an 
Advertise Stokers 


Inroad of gas heating threatens cooking 


and water heating electric loads, some think, 


and point to the stoker as one solution. 


competition is fairly strong and active. 
It is close to coal mines and the price 
of coal is not excessive. Nevertheless, 
the picture does not look particularly 
healthy to either an electric utility 
eager to court the post-war domestic 
load, nor to a coal mine set up to sup- 
ply domestic tonnage. 

In this area the stoker has made a 
miserable showing, despite the proxim- 
ity of coal. Oil burners have not done 
a great deal better. You may ask, why 
haven’t the stoker people been in there 
pitching to get their share of the busi- 
ness? What is the matter with them 
anyway? The answer to that is the 
reason for keeping our thinker-upper 


of this story under the name of Mr. 
Anonymous. He could not talk freely 
and say what he is going to say other- 
wise. 


Few Stoker Patents 


“The stoker industry is an example 
of what happens when there are no 
basic patents to protect the device dur- 
ing its period of infancy,” he said. “It 
is absolutely necessary to have a long 
promotional profit when an appliance 
is first launched with which to edu- 
cate and sell the public on the idea. 
Stokers, on which there are no funda- 
mental patents, can be made by anyone. 

(Continued on page 111) 
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, Stoker Hand Fired , 
” Solid Fuel re 








This shows how gas heating is looming up 


as @ competitor in new home construction. 


The chart covers a typical section of America. 





Feb. Mar. 
1923 4S 129 «#1120 


Apr. May June 
156 «6194 «135 
1925 57 135 13% 120 122 128 
1926 72 83 #132. 4S 129 «+195 
1927 75 123 «#4132 «#4103 «13 «183 
1928 75 8s 46123 88 130 162 
1929 7 eo 46117): «41 174 2083 
1930 53 73 89 =—«:108 % 151 
1931 664 569 471 567 596 706 
1932 450 SOS 459 433 4413 482 
1933 S51 .566 490 421 720 990 
1934 87 858 839 749 
1180 «(1282 
2785 3335 
5572 6082 
3882 3628 
3901 3637 
3803 4453 6615 8417 10070 
5593 9932 10146 14389 21801 
8124 11266 9988 S053 11784 
2874 2771 2670 2455 2610 





WHEN STOKERS ARE SOLD 
(Courtesy of Committee of Ten — Coal & Heating Industries) 


1924 1 10 (BF 89 6 «6102 


26453 28731 27138 23289 10877 


July Aug. Sept. Oct. Nov. Dec. 
129.—O«3S 9 ss. 50 
Ws 4 73 104106 1 = =«641,128 
47 U2 NO“ 7% 
125 «1104 «127'——s*i2 8s 72 
136 «61600 104 95 67 83 
186 «-162)—is6Tsi00-——sid6s«sd02-—s«d 90 
18606 «(199)—Cs1SS) 178—Ss«107 7” 
180. 115 128 92 ra 53. 
1962 
1635 «4939 «9738 
1315 «2298 


3568 
1689 6004 
3357 5712 9919 10038 
6288 9557 16638 18371 
7579 13459 19193 16956 
9061 12859 20452 17681 
9614 15209 20600 18416 
16846 23477 31396 25925 11017 6582 152,825 
7468 8350 9096 5986 1842 
2805 3293 2790 3335 1978 
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| <All the Hamlins 








read it... 


Not just Frank Hamlin—his whole family reads FARM JOURNAL. And so do more than 

2,500,000 other rural families the country over. FARM JOURNAL is a great national magazine. 
But it’s dollars and cents to you to think of it in local terms. Outside of metropolitan areas 
—in two counties out of three—more people read FARM JOURNAL than any other magazine, 
general or rural. It’s in FARM JOURNAL that most of your rural customers and prospects get 
facts about the electrical equipment and appliances they want and need—facts that determine 
which products they will buy. FARM JOURNAL has a tremendous influence right in your own 
area. You will find it the surest guide to bigger rural sales. 


Rural Americans’ income has increased by billions. 
They are spending a large part of it for products 
they can get today, and investing another large 
part in war bonds that will be spending money 


These are the products in your line 
advertised in current issues of 
the FARM JOURNAL. Display them. 


later on. To get your share of those dollars, meet 
them half way. Stock and show the electrical lines 
and items advertised in FARM JOURNAL. It’s Amer- 
ica’s largest and most influential rural magazine. 


Of the FIRST FOUR 
only ONE covers 
the rural market 





ALCOA ALUMINUM KELVINATOR 

ARMCO STEELS NORGE 

BURKS WATER SYSTEMS PARMAK ELECTRIC FENCER 
DEEPFREEZE PHILCO PRODUCTS 
EVEREADY FLASHLIGHT BATTERIES RCA PRODUCTS 
FRIGIDAIRE REPUBLIC STEEL 


GARDNER HI-LINE CONTROLLERS U. S. STEEL 


GENERAL ELECTRIC WESTINGHOUSE PRODUCTS 


FARM 








Successful merchandising is based on facts. Write today and have us tell you how many 
FARM JOURNAL subscribers live in your own county. In two out of three U. S. counties 
(practically all but the metropolitan areas) the FARM JOURNAL has more readers than Life, 


| The Saturday Evening Post, or Collier’s. 
: ° ¢ 


GRAHAM PATTERSON, Publisher 
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JOU RNAL Washington Square, PHILADELPHIA 5 
ano Farmers Wife 
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> In Demand Year ‘round 


both in Town and Country! 








Viking oil burning water heaters are the standard of the trade — unexcelled for 
economy and troublefree performance,— fully automatic! ‘ 
In city homes, householders are turning to Viking water heaters for greater 
economy of fuel, ample capacity and year around dependability. On many 
farms these famous oil burning water heaters are in demand as the most 
dependable, and often the only practical, equipment available. 





For profitable sales the year around, in an ever expanding market, 
add Viking oil burning water heaters to your line. 


Sell Viking Package Units For Bigger Volume 


Round out your appliance line with modern Viking easy 
Viking to install package units — smartly designed, efficient in 
Oil-Burning operation, fast selling! Space heaters, floor furnaces and 9 
Water Heaters Z : = 
room coolers team up with the fuel saving water . 
heaters to expand profitable sales volume for for- \ 
ward looking household appliance dealers. | 
If your wholesaler does not have the Viking 
2 =< line, write us direct, We'll be happy to send | | 
: 63 you our new full line catalog and put you 
in touch with our closest wholesale 
distributor. Use the coupon for 
Viking prompt action. t 
Oil or Gas-Fired 


Floor Furnaces 





WHOLESALERS: 


If your territory is not 

now served by a Viking 
Wholesale Distributor it is 
not too early to get our prop- 





























osition, Our factories are already R 
in production (subject to proper Fn | 
riorities) on most items in the : to 
iking lines of heating, air condi- w 
tioning, and cooling equipment. 
| - ap 
M 
Viking Mfg. Corporation, m 
| 1602 U. B. Building, Dayton 2, Ohio e- 
Please send your new catalog. so 
| in 
Dealer 5 in 
| Address. | ne 
| Town and State on 
| Nome | a 
My preferred distributor is: | Viking br 
| Room Coolers the 
do 
ex 
a 
MFG. CORPORATION ¢ 
e 4 Th 
. . ° cu: 
1602 U. B. Building, Dayton 2, Ohio wi 
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. appliance repairs. 





TWO-MAN 
SERVICE 


Radio and appliances 
are handled sepa- 
rately in the com- 
pact, efficient shop 
of Hartman in Red 
Wing, Minn. 







ax 


e ‘ 
$ 





John Hartman, owner, takes care of all appliance repairs at his efficient repair bench. 





Lloyd Harder is in full charge of the radio repair end of the business—also compactly laid out for work. 


COMPLETE all around ap- 
A pliance repair service during 

wartime helps John Hartman, 
owner of Hartman Sales & Service, 
Red Wing, Minn., earn a profit and 
to build a fine prospect list for post- 
war appliance sales. 

Hartman has an excellent setup on 
He has a capable, 
draft-deferred radio repairman, while 
Mr. Hartman himself handles washing 
machine, vacuum cleaner and other 
appliance repairs. On Mr. Hartman’s 
end of the business, this often means 
some outside calls servicing appliances 
in homes or picking them up and bring- 
ing them to the shop for repair. How- 
ever, the radio man can stay at his 
bench and continue working. Pickup 
on radio sets is only occasional during 
war-time where necessity is proved; 
otherwise customers are expected to 
bring in their own sets and to call for 
them when repaired. 


Rebuilds Sets 


Lloyd Harder, the radio repairman, 
does a lot of rebuilding of sets. For 
example, he will take a chassis out of 
a banged-up, out-of-date cabinet and 
place it in a cabinet which is A grade. 
The result is usually a get which the 
customer is glad to have, and he is 
willing to pay the increased cost. 


Harder says that during wartime when 
radios of any type are scarce that such 
remodeling work is needed and pays 
well. 

This repair shop has a large roomy 
radio section which has a long con- 
tinuous section of fluorescent lighting 
all along its length. This makes for 
excellent light during working hours. 
Mr. Harder is always about 20 to 30 
sets behind on repairs, due to wartime 
rush, but he manages to keep his bench 
in fine condition. Many radio parts 
are kept in glass jars on shelves directly 
above the working bench level, so that 
he can reach them without getting off 
his stool. 

“In order to save time during war- 
time, I have placed as many parts 
where I can reach them without get- 
ting up and moving to another part 
of the shop,” says Mr. Harder. “This 
policy has worked out very well and 
enables me to turn out more work.” 

Mr. Harder keeps a card index of 
all sets that come into his shop for 
repair. A duplicate set is on file in 
the front office. If a customer calls 
to find out what progress is being made 
on a set, either the front office girl or 
Mr. Harder can tell her, without wast- 
ing time, running back and forth be- 
tween shop and office. 

When a set is repaired, the customer 
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is mailed a card asking him to come 
and call for the set. He is told this 
fact when he brings the set in for 
repairs. This often saves a lot of tele- 
phoning, for the customer knows he 
will be notified when the set is ready. 

“We don’t make any radio repairs 
or adjustments in the home,” says Mr. 
Harder. “Folks have to bring their 


sets to the shop. This sort of policy 
helps us to get more work done in 
wartime with Jimited manpower.” 


$a 
vay “Appliance Repair Set-up 


 Direetly’ opposite the radio repair 


departm@nt is a long beneh on which 
washer, vacuum cleaner and other 
repairs are done by Mr. Hartman. A 
feature of this area is that there are 
many tools needed for appliance repairs 
and these are all hung on specified spots 
on the wall. Mr. Hartman states 
that this helps him to work more effi- 
ciently and keeps tools from getting 
dulled or broken which is often the case 
when they are left on the bench from 
one job to another. 

The shop is also equipped with a 
small lathe and drill press and other 
equipment needed for appliance service 
of the best grade. 

“We handle almost any sort of a 
repair in the appliance line that folks 
bring to us,” says Mr. Hartman. 
“This can range from lamps, electric 
irons to washing machines and toasters. 
We are glad to perform such services 
for it helps our service shop to make a 
profit during wartime. We are also 
building a large list of prospects for 
electrical appliances in the post-war 
period. 





Harder takes radio chassis from old cabinet, installs it in new 
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& H Gas and Electric Ranges, 

Oil Stoves, Electric Water 
Heaters and other products will 
be ready with the dawn of 
peace! They will sparkle with 
new ideas that will win the en- 
thusiastic approval of house- 
wives and assure peacetime 


prosperity for you. 


Today, the vast plant of Linde- 


mann & Hoverson is still 











producing precision-built war 
materials. This precision, so 
imperative in the manufacture 
of war needs, will be apparent 
in postwar L & H Products. 


But L & H is planning for post- 
war prosperity. Streamlined de- 
signs — with improved features 
for convenience, comfort and 
greater cooking efficiency — the 
postwar L&H line will 





be a good one for you to sell. 
It’s backed by 70 years of suc- 
cessful manufacturing and pro- 
gressive merchandising. You'll 
find it to be the outstanding 
line to get behind — to assure 


your postwar prosperity. 








A. J. LINDEMANN & HOVERSON CO. 


Since 1875 
MILWAUKEE, WISCONSIN 


TS 





L&H PRODUCTION IS NOW DEVOTED 
TO MAKING THESE WAR GOODS: 
Pins for tank tracks; anti-aircraft shells; cases 
for electrical con’ i for 








trol app 
bomb parachutes; cartridge belt webbing; 
bly of air comp on U. S. army 
\ trucks; steel cases for truck tools and parts. 












bd 


Manufacturers of ELECTRIC RANGES © ELECTRIC WATER HEATERS + GAS RANGES + OIL STOVES » PORTABLE OVENS © OIL NEATERS + WICKS 
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A Service Business 
in Your Hat 


A. M. Schwartz & Co., 
Cincinnati, has boom 
in one year's time. 


T would be wrong to lead anybody 

to believe that A. M. Schwartz and 

his partner, Elmer George, are a 
couple of starry-eyed boys still wet 
behind the ears. 

The success they have had in start- 
ing and operating a refrigeration serv- 
ice business couldn’t be duplicated by’ 
someone with no experience or fol- 
lowing. But with this experience and 
following, plus $150 apiece, they have 
piled up a business at 2333 Reading 
Road, Cincinnati, that has them both 
satisfied and they probably could give 
jobs to more than three good work- 
men if they could find them. 


Serviced Kelvinator 


Albert Schwartz was head of Kel- 
vinator service in Cincinnati in the 
old days. When the war came they set 
up a Tri-City Service Co. “I learned 
one thing from that,” he said, “and 
that is any service man who has a 
steady weekly pay check and bonus 
coming in, rapidly goes stale.” 

Getting out of that setup Schwartz 
and Elmer George put $150 apiece in- 
to a partnership and donated three 
months time. They got out of the 
downtown district to Reading Road, 
where they could give quicker service 
to that section of the city. 

They had low overhead at this point, 
had no parking costs which nicked 





Essence of refrigerator service is to keep the 
man working on an hourly basis, says A, M. 
Schwartz. Z 
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Can Start 





Inspiration that came from a sprained back. 


them for $5 a month downtown. Their 
location commands three-fourths of 
the eastern part of the city. 

Albert Schwartz called on a bunch 
of dealers who sold Kelvinators in 
the past and called attention to what 
he was doing. They immediately 
started sending him a lot of service 

_ calls they didn’t want themselves. 

’ “Tact as dispatcher,” Mr. Schwartz 

. says. “To my mind it is the most im- 
portant job in service. It gives me a 
chance to make a personal contact 
with a lot more people than I can 
meet face to face and as an experi- 
enced service man I can analyze the 
call and schedule service to the party 
in proportion to how badly he needs 
it. The whole trouble with the service 
business has been the habit of dis- 
patchers:to promise anything to cus- 
tomers. 

“To say ‘we will be over there to- 
day’ and fail to do it is to lose friends 
and win enemies. The essence of this 
whole business is to have the courage 
to tell the customer what the facts 
are. If we are swamped, I tell him 
so, and never let him be disappointed.” 


1944 


The service men outside call in 
from four to five times a day and 
never miss their 5 o’clock call. 

“You’d be surprised at how many 
women telephone us around 5 o’clock 
after they have gotten home from a 
bridge party and say their refriger- 
ator is on the bum and they can’t have 
cracked ice, the baby is sick and give 
us the usual song and dance with the 
idea of getting service. I have to 
sort these complaints out and if neces- 
sary send a man over as he makes his 
last call of the day.” 

Everything is cash on the barrel- 
head in the refrigerator service busi- 
ness although Schwartz does give 
credit to war plants and to dealers. 
With the domestic customer, no. Less 
than $100 in bad debts has been writ- 
ten in last year, and this includes re- 
pairs on all makes. 


Picking Service Men 


Interesting to note is the way that 
the veterans Schwartz and George pick 
their service men. Diplomas mean 
little. Schwartz asks to see their tool 
kits: Any workman who Teally knows 


«3 


This tool kit has everything needed, yet is light and easy to carry. 


Fa 



























his business takes pride in having a 
very swell tool kit and it tells its own 
story. Once hired, Schwartz works 
the new service man out for three or 
four days and sees what happens. 
References don’t mean so much. ,Of 
course Schwartz likes to have a kid 
who has some theory of refrigeration 
in his head because he can learn in 
the shop more quickly, but the man 
who is not afraid of getting his hands 
dirty is the one that will go to town. 

There are some 30,000 Kelvinators 
in Cincinnati. Schwartz feels that it 
takes 3,000 refrigerators in a town 
to make’a living for a service man. 
With this number of refrigerators a 
service man could get approximately 
900 calls per year with an average of 
$5 per job. He should make no esti- 
mates over the phone an# go out pre- 
pared to fix the box. “Estimates should 
be paid for by the hourly rate,” ‘says 
Schwartz. “When you gef*thete and 
give the customer.the€stimate he can 
let you go ahead or not as he sees fit. 
Usually he-fells you to go ahead. 
If-He“says no, you at least have your 
first*Hour’s charge for your estima,” 
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>. IS THE MONTH of firecrackers and skyrockets . . . and 
h 


eat waves! 


It’s the month when the mercury goes in for new altitude 
records .. . when people depend more than ever cn smooth- 
functioning electrical appliances for relief from the tem- 


perature. 


In this month, perhaps more than any other timg¢ of- the 
year, your old customers are grateful for a G-E,fan that 
keeps on running smoothly. For a dependable G-E*tefrig- 
erator that makes possible cooling salads, iced desserts, 


y, | 
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OMETHING 


refreshing drinks. For a G-E electric range that cooks 
quickly and flamelessly without heating up the kitchen. For 
a G-E washer that turns out snow-white clothes without 





scrubbing or boiling. 
Yes, you can be sure your customers are glad that you 
sold them General Electric appliances. 
Worth writing about! 


How do we know your customers are satisfied? Well, literally 
hundreds of General Electric appliance owners have taken 
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TO CELEBRATE 


the trouble to write us. They tell us they’re proud of their _ tion that will mean more:sales, bigger sales to the dealers 
purchase . . . glad that their appliances have lasted solong who display the G-E sign. General Electric Co., Appliance 





. *..delighted that these appliances have required so little and Merchandise Department, Bridgeport, Connecticut. 
att@ition. - ha 
“hii Worth eelli 
yi & orth selling, too! 
ee * oe 
" “The dealer who sells General Electric appliances will have General Electric is working night and day to speed the ' 


Something extra. to eélebrate when the war is over. The attack. 


dependability of these appliances . . . demonstrated by their You can help, too, by buying and holding more War 
remarkable Fécord for performance... is building areputa- Bonds than before. 


me 


Swede 








TUNE IN: “The G-E All-Girl Orchestra,” Sunday 10 P. M., E. W. T., NBC. 
“The Wcrid Today” news, every weekday, 6:45 P. M., E.W.T., CBS. . 
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it would be fine for everybody (but us!) if Chromel heating elements 
never wore out—but, of course, they do. Likewise, it is fine for everybody 
that Chromel does last so long. This heating element wire has proven so 
faithful a performer, over so many years, you just know that Chromel 
won't let you down. This means, in normal times, that heating devices need 
“al little servicing. This durability means, today, that most heating devices 
you sold in years past, are still in use by your customers. You see, in use, 
Chromel takes on a thin tight skin of oxide which acts as a tough protec- 
tive coating against further oxidation. Hence, Chromel elements last and 


last. Your service department would likely find Catalog-M useful. 


HOSKINS MANUFACTURING COMPANY 


DETROIT 8, MICHIGAN 
HOSKINS 
CHROMEL 


WIRE | 








Crosley Keeps A 
Service “Guinea Pig” 


eee CONTINUED FROM PAGE 25 qe 





This is a slick trick originated by Duke 

Holdsworth, shopman. Duke has an elec- 

tric heating element under the sulphur 

dioxide upstairs. When he wants to use 

some gas, he heats it up which expedites 

its flow. An electric light tells him when 
the heat is on. 


4. “You’ve got to keep records, and 
keep them up to date. For that we 
can thank Miss Bernice Sucher. Not 
long ago one of our service men col- 
lected $17 on a job and had the cus- 
tomer make out the check to him. When 
we billed the customer and she com- 
plained our records revealed exactly 
where the trouble was. It may seem 
like a lot of trouble to keep these forms 
filled out, but with a far-flung serv- 
ice organization not working under 
close supervision, anything is likely to 
happen and this is your one protection. 
5. “Then too, records help you guide 
yourself in the future. Recently one 
of our service men did a job and was 
thrown out by the customer. The cus- 
tomer refused to pay a cent, not even 
for the service call. Now our records 
show written across that man’s card 
“no more service,” and it also shows 
how much is due. The next time 
that fellow calls up he must pony up 
with the past due cash before we turn 
a wheel. . 


10,000 Units Make Living 


Mr. Hadlock thinks that a service 
department can make a very good liv- 
ing for a firm in an area where there 
are 10,000 refrigerators in use. You 
can figure each refrigerator is good for 
one call a year, he says, and this call 
is worth ‘anywhere from $3 to $5. 

Some 13 employees take care of all 
Crosley service in Cincinnati. In ad- 
dition to the manager and the girls, 
they are Duke Holdsworth, shopman, 
Gus Bonnecamp, Harold Johnson, 
Frank Akermeyer, outside man, and 
Ben Vaske, John Steigerwald, Bob 
Rusche, Walter Niederhelman, Bob 
Griffith and Fred Hughes. 
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AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN 








i 


* 


To develop the product is the man’s 
job. But to put the product in the 
home. and train the family to use it, 
is the woman’s. This makes her not 
only America’s #1 buyer and the 
American manufacturer’s best sales- 
man, but the only salesman in a 
position to establish long-term fam- 
ily product-habits. 

Because the woman’s role is dif- 
ferent from the man’s, her reading 
interests are also different. That is 


£z soy 


i 


od products 


the reason for the existence of 
women’s magazines and the reason 
no other magazines can take their 
place in the lives of women. 


Very personal 


McCall’s, the magazine that thinks 
the way women think, is more than 
a magazine. To millions of women 


“oat a aes ae 











Painted for McCall’s by Roy Spreter 


ULES 


it is a friend...a very personal 
friend that is an unfailing source of 
information and inspiration. That 
is why one out of five American 
women say — “McCall’s is my 
magazine !” 

In war as in peace, McCall’s is 
edited directly to the three primary 
interests of the American Woman— 


Her Heart, Her Home, Herself. 


MME 


THREE MAGAZINES IN ONE 





Hix: AT McCALL’S we learned long ago th 
an armchair. Result: “Reader Research”—the McCall method of editing that gives McCall's 


editors precise information on how best to appeal to women. That is why McCall’s articles 


at you can’t edit a woman’s magazine from 


on electrical equipment tall directly to women in their own language and are presented in 
such a way as to get them off the printed page and into the reader's mind. Why, too, adver- 


tisers of electrical equipment always find the McCall audience in a highly receptive mood. 
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ON MOTORS F 


PICK 
THIS MOTOR 


@ Where medium starting and 
breakdown torques are required. 


@ Where starting currents must 
be kept within standard rated 
NEMA values. 


@ Where frequent operation is call- 
ed for and duty cycle is more than 
1000 hours per year. 


Type FH General-Purpose Split- 
Phase Motor 


PHASE—Single CYCLES—60, 50,25 
HORSEPOWER—1/20 to 1/3 
VOLTS—115 or 230 

SPEEDS— (approximate full load rpm) 
60 Cycles ... 3450, 1725, 1140, 860 
50 Cycles ...2850, 1425, 960 

25 Cycles...1425 





OR WAR AND 
POST-WAR NEEDS 







FH GENERAL~PURPOSE 
SPLIT-PHASE 
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SWITCH AS 


OPERATING 1-4 
SPEED x 
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RUNNING | / 
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PERCENT SYNCHRONOUS SPEED 
































MOTORS THAT MUST BE ALWAYS 


Certain small motor jobs call for frequent starting . . . the kind 
of repeated “stop and go” that’s tough on motors. 

When this type of drive is needed, special attention should be 
given to the starting current taken by the motor, as some motors 
require considerably higher starting current than others. 

Type FH General-Purpose Split-Phase Motor is just the motor 
you'll want when medium starting and breakdown torques are 
needed. Starting current is low—within standard NEMA values. 

Type FH motors are especially suited for blowers and circu- 
lating pumps aboard ships; heating fans and oil burners in war 
plants and similar frequent-starting applications. 


ASK FOR APPLICATION HELP 


Small motors have gone to war .. . some on wartime applications 
of peacetime products ... many others on specialized war applica- 
tions. For further information on Westinghouse small motors, 
watch for additional “Torque Talks” or write Westinghouse 
Electric & Manufacturing Company, East Pittsburgh, Pa. _ 5.93196 


nghouse 


PLANTS IN 25 CITIES... OFFICES EVERYWHERE 
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frigerator Repair Industry. In the front row, left to right: G. F. Kindley, past presi- 
dent, The Electric Institute of Washington, and vice president, Edgar Morris Sales 


About 250 attended the Washington Electric Institute's recent meeting of the Re- | 


Co.; Webster Powell, director, Manpower Division, OCR; George F. Taubeneck, 


president, Business News Publishing Co., Lt. Col. K. D. Pulcipher, WPB, and J. S. 
Bartlett, managing director, The Electric Institute. 


Meeting the Summer Peak of 
Refrigerator Repairs 


HE very serious problem of pro- 

viding even a minimum of re- 
frigerator repair service during the 
summer months of 1944 has had the 
attention of The Electric Institute of 
Washington since the sad experiences 
of last summer. A meeting of 250 
representatives of the refrigerator re- 
pair industry in Washington held re- 
cently was the final phase of the indus- 
try’s effort to maintain essential 
refrigeration equipment in operating 
condition. 


Manpower Critical 


In spite of the many steps which have 
been taken to retain experienced repair 
mechanics. and to train replacements, 
the manpower situation is critical, Less 
than half the experienced mechanics 
necessary to provide a minimum of 
refrigeration service are left in the 
industry. With this in mind, it was 
decided that the only possible solution 
to the problem was through an attempt 
to inspire the individual mechanics to 
greater effectiveness in the use of their 
time and experience. 

As a means of impressing the indi- 
vidual refrigerator mechanics with the 
importance of their work and the ser- 
iousness of the situation, the Institute 
prepared, for each refrigerator service- 
man, a “Certificate of Contribution to 
Victory.” The certificate was made out 
for each individual mechanic and was 
signed by the president and managing 
director of the Institute. Accompany- 
ing each certificate was a reproduction 
of a letter from Dr. George C. Ruhland, 
health officer of the District of Colum- 
bia, recognizing the importance of re- 
frigeration and the serious problem 
presented by war-time conditions in 
the repair industry, as well as com- 
mending the individual mechanic for 
the very real contribution which he is 
making in support of the war effort. 

Another feature of the Institute’s 
program to impress upon the individual 
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+ poster, 28x42 in., in three colors, which 


mechanic the serious need for his sin- 
cerest efforts was the production of a 


will be furnished to refrigerator repair 
agencies for display in their shops 
and will serve as a continual reminder 
of the responsibility of the mechanics. 

The principal speaker at the meeting 
was George F. Taubeneck, president, 
Business News Publishing Co.—pub- 
lishers of “Air Conditioning and Re- 
frigeration News.” 











Other Activities Outlined 


The activities of the Institute during | 
the past year, in an effort to maintain 
essential refrigeration repair service, 
were also outlined. One of the major 
factors in retaining essential refriger- 
ator mechanics was the Institute’s filing 
a “Group Replacement Schedule” with 
State Selective Service Offices. In 
these schedules the mechanics of over 
40 repair agencies were grouped, and 
an orderly withdrawal of men was pro- 
vided. Assistance to repair agencies in 
the presentation of individual cases of 
mechanics before their local draft 
boards also played an effective part 
in assisting the repair agencies. 

A series of training schools for re- 
frigeration mechanics recruited and 
placed in the industry approximately 
40 apprentice mechanics. These men 
were secured from other industries, 
were trained during a 12 weeks’ even- 
ing course, and placed with individual 
repair agencies. 

Another feature of the Institute’s 
program is the preparation of a “Re- 
frigerator Dispatcher’s Routine Ques- 
tion Card.” This card, 9x14 in., is to 
be hung at the telephone locations of 
service agencies and lists specific ques- 
tions for the dispatcher to ask, so that 
accurate information will be secured 
in the least possible time. It is believed 
that these questions, if properly han- 
died, will eliminate a number of un- 
necessary service calls. 





1944 


“That Smithson’s the luckiest 
guy in the Army!” 


Isn't he! He's got the girl . .. and there's chat prize 
of prizes, a Toastmaster toaster, ‘ 
fasts in the world, with the crisp hor slices popping ¥P 
briskly . .. and no waiching, turning, or burning. 


ior the pleasantest break- 


Toastmaster toast is nourishing, too. I's an appe 
izer that cempts you to eat hearty at breakfast and start the 
workday right. It's a generous supplier of provete and car 
bohydrate. And it's an ideal extender of scarce oF rationed 
foods. Serve them on toast! 

Owning a new, beautiful, efficient Torstmaster wastet, 
someday, is something to look forward to... something ° 
plan for. You might even buy ac extra War Bond, just for that! 


_——_--_\6* - 


KEEP IT WEW... MAKE IT uast 











A Teastmaster® woaser is » valuable posses- 
sion. Treat yours well, Don't risk damaging 
the heating element 
fork. Don't jerk the cord or coil it around 
a hot toaster. Remove crumbs frequently. 
And see your dealer tor repairs 








Toastenn 


—— 


TOASTMASTER 


In “Life,” ‘'Collier’s,”” 
and "Saturday 
Evening Post” 


























“Look! Here's a gift 
we'll get twice” 


“See this card? It's from Irene and Bill... with 
8 War Bond now for a Tosstmaster voaster later. And then, 
just think! - ++ we'll have honeymoon breakfasts all over 
again.” 

That's a bright solution for a real problem. 
Naturally, there aren't any Toastmaster* toasters to be 
had nowadays... . our Army-Navy “E™ flag, with its added 
star, means we're making sterner stufl. And you are 
Putriotically buying War Bonds. . . . What bener use 
Could you possibly find for ome of them? 

To add brightness to your gift, send with it the 
card pictured in miniature below. The actual card, hand- 
somely engraved and ready for your signature, is yours 
for the asking. Write for it—to Toastmaster Products 
Division, Dept. A, McGraw Electric Co., Eigio, Il. 





‘ge . , 
A Gift “in Pond | = 
| @ Bw he sf aon a 


Write for \ Sz 
This Card / 


\* 
TOASTMASTER estone 


Clark, Bere 











POSTWAR 


National magazines with 43 million civilian readers—and 


millions more in the armed forces—are carrying the ad- 
vertising of Toastmaster toasters. The miniatures above, 
reduced from striking half pages, show how the seeds of 
future sales are being planted mow. When our factory turns 
from its 100% war job and is again making Toastmaster 
products, this insistent campaign is going to pay dividends 
to every retailer handling the Toastmaster line. 


Write for free 26-page illustrated folder 
showing more Toastmaster* advertise- 
ments and telling about present produc- 
tion and future prospects. Address Toast- 
master Products Division, McGraw Elec- 
tric Co., Elgin, Ill. 


TOASTMASTER Aroducha 


**TOASTMASTER” is a registered trademark of ToastmasSTER Propucts Division, McGraw Electric Company, 
Elgin, Ill. Copyright 1944, McGraw Electric Co. 
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Philco was first to introduce a 


complete line of refrigerators with 





full-size, separate compartments for 


Frozen Foods and Frozen Storage. 
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with frozen food cabinets 
and refrigerators to serve 
this new demand 


Yes, when the “green light” is given, 
Philco will be ready with Products that 
reflect its forward thinking before the 
war, that fulfill the new frozen. storage 
demands of the modern kitchen and 
that give Philco dealers the biggest 
sales opportunities on the market in 


supplying this new demand. 
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In America’s kitchen of the 
future, frozen storage will 
be a prime necessity... a 
challenge to the refriger- 
ation industry that Philco 
recognized and began to 
meet, even before the war. 
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Py ODAY, due to wartime limi- 
tations, it may not be possible 
to stock all the G-E Mazda Lamps 
you can sell. But now as ever, the 
overwhelming preference for Gen- 
eral Electric quality is worth re- 
membering . .. to help keep your 
postwar business out in front. 


_ 


Hear the General Electric radio pro- 

grams: "The G-E All-Girl Orchestra” 

Sunday, 10 p.m. EWT, NBC; “The 

World Today” news, every weekday, 
6:45 p.m. EWT, CBS. 


Se 





G-E MAZDA LAMPS 


GENERAL & ELECTRIC 


KEEP BUYING WAR BONDS — KEEP THE WAR BONDS YOU BUY 
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People, Products, Plans 


July, 1944 











Raymond C. Cosgrove (right), vice 
president, The Crosley Corp., receives 
the gavel as newly-elected president of 
the Radio Manufacturer's Association 
from Paul V. Galvin, president of the 
Galvin Mfg. Co. 


Cosgrove Heads 
Radio Manufacturers 


The vice president and general 
manager, manufacturing division, of 
Crosley Corp., R. C. Cosgrove, was 
elected president of the Radio Manu- 
facturers Association at their. 20th 
meeting in Chicago in June. He suc- 
ceeds Paul V. Galvin of Motorola. 

The convention lasted only two days 
and devoted itself to committee ses- 
sions, producing no news. 

Other officers elected were: E. A. 
Nicholas, Farnsworth Corp.; David T. 
Schultz, Raytheon Mfg. Co.; Walter 
A. Evans, Westinghouse Electric & 
Mfg. Corp.; John A. White, Jensen 
Radio Corp., vice presidents. Leslie 
F. Muter was reelected treasurer, and 
Bond Geddes, executive vice president 
and secretary. 

New directors are: Frank Folsom, 
RCA-Victor division, Radio Corpora- 
tion of America; Herbert A. Bell, 
Packard-Bell Corp.; Joseph Gerl, 
Sonora Radio & Television Corp.; R. 
E. Carlson, Tung Sol Corp.; Fred 
Lack, Western Electric Corp. ; George 
E. Lewis, Federal Television and 
Radio Corp.; Monte Cohen, F. W. 
Sickles Co.; Earnest Serring, Inter- 
national Resistor Corp.; Sam I. Cole, 
Aero Vox Corp., and G. R. Freyling, 
Erie Resistor Corp. 


Limited Oil Burner 
Production Asked 


Allocation of raw materials and 
small motors to enable the oil 
burner industry to produce 80,000 oil 
burners during 1944 and 50,000 units 
in 1945, is to be requested of the War 
Production Board, according to C. E. 
Lewis, president of the Oil Heat In- 
stitute of America. This production, 
Mr. Lewis, said, would be sufficient 
only to take care of replacement needs. 


Inventories Exhausted 


“Figures compiled by the associa- 
tion,” Mr. Lewis said, “show that since 
production ceased inventories have 
dropped from 86,000 burners and boil- 
er-burners to 16,781 at the end of 
March, 1944, By the middle of July, 
stocks will be so low that for all prac- 
tical purposes they will be exhausted. 
To meet accumulated replacement 
needs, and by replacements we mean 
burners 10 years old and over and 
worn-out burners, 80,000 burners will 
have to be produced in the fourth 
quarter. For 1945 we are asking a 
minimum program of 50,000 burners, to 
be made by producers in any quarter 
they see fit, to meet further replace- 
ment requirements. 


WPEB Issues Quotas For 
832,900 More Electric Irons 


Dealers To Receive Irons by Early Fall 


Production quotas totaling 832,900 more electric irons have been issued 
by the War Production Board to five additional manufacturers. This 
brings the grand total for production authorized to date to 1,759,338 irons, 


well in sight of the 2,000,000 goal 
set for the program for this year. 
The irons will reach retail stores 
early in the Fall, if manufacturing 
schedules pan out as expected. 


Manufacturers Named 


The iron manufacturers, with 
production quotas assigned to them 
by three recent orders cleared 
through WPB, are as follows: 


General Electric Co., Ontario, Cal., 
421,500; Proctor Electric Co., Philadel- 
phia, 137,800; Son-Chief Electrics, Inc., 
Winsted, Conn., 72,600; Chicago Flexi- 
ble Shaft Co., Chicago, 162,500; Samp- 
son United Corp., Rochester, 38,500. 


Of the total number of irons author- 
ized to date, about 98 per cent are ex- 
pected to be household models and the 





5) 





VOSS BOMBER TURRETS—Voss Bros. Mfg. Co., washing machine manufacturers of 


Davenport, lowa, was awarded the Army-Navy "E" recently for outstanding achieve- 


ment in the production of pr 


hii 





for ball type machine gun turrets 


on big bombers. Inspecting the ball turret are shown, left to right, Brig. Gen. Ben- 
jamin Meyer, Major Alexander |. Belyeau, Chief of Russian Air Forces, Lt. General 
H. H. Arnold, Chief of U. S. Army Air Forces and Col. Alonzo Drake. F. P. Voss, 
85-year old president af the firm, who has been connected with the company since 


it was founded in 1876, received the award. 
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rest commercial models. More than 
85 per cent of the former are ex- 
pected to be automatic models, the bal- 
ance non-automatic, it is disclosed by 
the war agency. 

The irons will not be rationed, nor 
will a certificate testifying to the pur- 
chaser’s need of an iron be required by 
a dealer, the agency added. 


240,662 More To Go 


Of the 2,000,000 programmed for this 
year, only 240,662 have not yet been 
authorized for production. WPB is 
expected to assign production quotas 
for this number as fast as iron manu- 
facturers can demonstrate their ability 
to turn out this quantity without using 
labor or facilities needed for war pro- 
duction. 

Manufacturers who may find they 
are unable to produce this year the full 
extent of their quotas are expected to 
turn back to WPB, for reassignment to 
others, whatever part of their quota 
they cannot fill. 


Town Heads Research 
For Stromberg-Carlson 


Dr. George R. Town has been named 
manager of research and engineering 
of the Stromberg-Carlson Co., Roch- 
ester, N. Y., it was announced recently 
by F. C. Young, vice president in 
charge of research and engineering. 

Dr. Town joined the staff of Strom- 
berg-Carlson in 1936 as an engineer in 
the research laboratory. In 1940, he 
was made engineer in charge of the 
television laboratory and in 1941, he 
became assistant director of research. 

He has represented Stromberg-Carl- 
son on various television standardiza- 
tion committees of the National Tele- 
vision System Committee and the 
Radio Technical Planning Board. 
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It’s just GOOD BUSINESS 


to keep appliances on the 
job for the duration eee 





So get back of the National Appli- t 
ance Conservation Plan — now! 
Another good idea to help keep 
appliances on the job where they 
are needed is the Proctor “Swap 
Plan.” (A few booklets describing 
the Swap Plan still available on 
request.) 


wnOUls4 
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pus 





after the war... 


Get ready for good post-war busi- 
ness, because Proctor will beready 
with surprise features in appli- 
ance construction, new wrinkles 
in appliance merchandising! 
Meanwhile, let’s all “Back the 
Attack” with War Bonds. 





x 


PROCTOR 


NEWSMAKER IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY —DIVISION, PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA. 
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"“U" PLAN CONFERENCE—H. M. "Doc" Parsons, vice-president and sales manager 
of the Range and Water Heater Division of Landers, Frary & Clark talks "U" Plan 
distribution with two of his colleagues. With over 12,000 dealers signed up for the 
"U" Plan for "V" Day he and his associates are busily engaged in conducting "U" 


Plan meetings with jobbers, and dealers. 


Hardy Payor of the Range and Water 


Heater division points out the extent of "U" Plan coverage to Lee Moss, sales 


manager of the vacuum cleaner division. 





McCall Home Service 
Awards Announced 


The Edison Electric Institute has 
announced the winners of the 1943 
Laura McCall awards given by “Mc- 
Call’s * Magazine” for the most out- 
standing contribution to the war effort 
in home service activities of electric 
light and power companies. 


Five Prize-Winners 


First prize was awarded to Miss 
Esther Lee Bride, home economics di- 
rector of the Union Electric Co. of 





ESTHER LEE BRIDE 


Missouri: second prize to Mrs. Selma 
Andrews, home economics director of 
the Appalachian Electric Power Co. 
at Bluefield, West Va.; third prize to 
Miss Mary Turner, home service di- 
rector of the Potomac Electric Co.; 
fourth prize to J. H. Apperson, home 
service director of the Texas Power 
& Light Co.; and fifth prize to Mrs. 
Lillian McGill, home service advisor 
of the Central Vermont Public Service 
Corp. at St. Johnsbury, Vt. 

On the board of judges for the Laura 
McCall Awards were: C. E. Green- 
wood, commercial director of the Edi- 
son Electric Institute; Dr. Helen Judy 
Bond, professor of home economics, 
teachers College, Columbia University ; 
Miss Mildred Nichols, of the Graybar 
Electric Co.; L. E. Moffatt, Editor of 
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ELectrRicAL MERCHANDISING; and C. 
A. Stevens, Public Service Electric & 
Gas Co., Newark, N. J. 


Base of Awards 


The prizes consist of an engraved 
plaque and four illuminated parch- 
ments, supplemented by War Bonds 
and Stamps, and the awards are based 
on reports of 2,000 words or less sub- 
mitted by the entrants and covering 
these four classifications : 


1. The planned 1943 war-time pro- 
gram of the home service department. 

2. Activities to further electrical liv- 
ing through care and repair of elec- 
tric household equipment; to further 
nutrition education, and other activities 
to maintain good will. 

3. The actual progress made in ac- 
complishment of these objectives during 
1943. 

4. Summary of accomplishments of 
the average home service worker in 1943 
(this summary was arrived at by divid- 
ing the total accomplishment of the de- 
partment in each activity by the aver- 
age number of workers). 


The combined ratings were designed 
to place large and small electrical util- 
ity home service departments on an 
equal footing in competition. 


Utility Establishes 
Home Service Dept. 


A Home Service department to 
assist residents of Iowa City and John- 
son County with canning, nutrition, 
rationing, lighting and other problems 
has been established by the Iowa-lIlli- 
nois Gas and Electric Co., according to 
George N. Sheets, sales supervisor. 

The new department will be headed 
by a graduate home economist, Miss 
Norma Pepler, who holds both a B.A. 
and a M.A. degree from the State 
University of Iowa. 

Miss Pepler has had several years 
of teaching experience in her field. 
She has been a member of the faculty 
of the Iowa City High School as in- 
structor in Home Economics for sev- 
eral years. Previously she taught in 
Baltimore, Md. 
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o You can’t peek yet, but inside 





that box is the new THOR Automatic 
Washer—with features that will make 
your eyeballs bulge! An amazing ma- 
chine—an amazing opportunity. Better 


be sure your name is on our list! 


HURLEY MACHINE DIVISION, Electric Household Utilities Corp. 


54th Avenue and Cermak Road, Chicago, IIl. 
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TOMORROW 


THAT MEANS SALES 
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Winter FORECAST. 


All together now... let’s can, brine, dry or freeze every extra speck of 


food from our Victory Gardens and farms, Jt will assure 800d eating 
next winter, in Spite of any food shortages, Save the Surplus , . , make 
Food Fight for Freedom, 

When you can eat what you 
want Ss €S OF seasons, When you'll take fruits 
and vegetables at the height of their 8Un-ripened 800dness, Pop them 
into your Westinghouse Home Freezer , "M when you 

the high Spot 
leftover 
» from now, 
all corners of the world 
om restaurants jn Quebec or New 
Rio or Bombay *++ Can be stored 
in your freezer ready for your 
Whim to eat them, 
Thrill over the time When you 
can bake the rolls and 
he 
> NOW... 
em days, Perhaps we 


Pipe dreams? Not on 
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life! We at Westinghouse know now 


that they'll all Come true, 
For when the war is Over, we wil] again 


uild a Proud line of electrie 
home ‘ppliances, Ang # new shining star for both city and farm will 
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Recently 


the Two MILLIONTH 





Briggs & Stratton engine 
moved off our production lines. 
We are now well started 


on the THirp MILLION. 








We of Briggs & Stratton are proud of the endorsement of 
manufacturers, dealers and owners — and proud to be 
recognized as leaders in design, engineering and research, 
as well as precision production —the results of twenty- 
five years of continuous production of air-cooled gasoline 
engines. Briggs & Stratton Corp., Milwaukee |, Wis., U.S.A. 
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DIGS FOR STOKER PROSPECTS—With a wheelbarrow load of Victory gardening 
equipment, C. T. Burg, general sales manager of the Iron Fireman Mfg. Co. demon- 
strated selling principles to dealers attending the company's series of two-day fuel 
conservation conferences just held in Cleveland, Toronto, New York, St. Louis, St. Paul, 
Denver and Portland. Conducting the conferences were Burg: E. C. Sammons, vice 
president; Dale Wylie, sales promotion manager; E. C. Webb, engineering and 


service manager; A. M. Steph 





, and Richard Wright, engineer. In his 


presentation Burg dug for prospect names with a spade, used direct mail for “seed”, 
and followed the planting operation by “fertilizing”, “watering'’ and “harvesting”, 
using Iron Fireman national and local advertising and salesman's equipment to illus- 


trate his points. 





Stoker Group Holds 
Annual Meeting 


The 27th annual meeting and third 
annual war conference of the Stoker 
Manufacturers’ Association were held 
recently at French Lick Springs, Ind., 
with 130 members and guests from all 
parts of the United States in attend- 
ance. Discussion and _ consideration 
of many problems and subjects of direct 
interest to the stoker industry were 
divided between current fuel conserva- 
tion programs and post-war plans for 
the industry. 


Cooperative Ad Campaign 


The Association took under advise- 
ment the possibility of initiating a 
cooperative national advertising and 
sales promotional campaign on auto- 
matic coal heat. The matter was re- 
ferred to the Association’s executive 
and advertising committees with in- 
structions to prepare tentative pro- 
posals on the types of campaigns which 
would most likely fit post-war market- 
ing and economic conditions. 

Current conditions in the stoker in- 
dustry were fully discussed. Emphasis 
was placed on the importance of the 
early sale and installation of Class A 
commercial and industrial stokers in 
order to realize the maximum benefits 
in the conservation of critical hand- 
fired coal sizes next winter. Manu- 
facturers were urged to feature fuel 
conservation in all of their advertising 
efforts. 

Representatives of government agen- 
cies and the coal industry attended 
the meeting and discussed current 
problems concerning stoker produc- 
tion, priorities, materials, manpower, 
fuel conservation, and fuel supplies. 


McClintock Re-Elected 


J. M. McClintock, Chicago, man- 
ager of the stoker division, Illinois 
Iron and Bolt Co., was re-elected presi- 
dent of the Association for the third 


JULY, 1944—ELECTRICAL MERCHANDISING 


term. Walter Sormane, Indianapolis, 
sales manager, Schwitzer-Cummins 
Co., was re-elected vice president, and 
George W. Graham, Chicago, presi- 
dent, Eddy Stoker Corp., was re- 
elected secretary-treasurer. Milton A. 
Young, Catskill, N. Y., sales manager, 
Catskill Metal Works, was re-elected 
chairman of the Association’s Anthra- 
cite Section. Marc G. Bluth, Chicago, 
was reappointed executive secretary. 











1. CASCO 
— @ 


CASCO WINS AD AWARD.— Casco 
Products Corp., Bridgeport, Conn., won 
the A.N.P.A. award for 1944 for its 
outstanding newspaper advertising cam- 
paign. The Casco ads featured satirical 
illustrations of Axis leaders, drawn by 
Arthur Szyk, world-renowed artist. The 
copy told the story of Casco's contribu- 
tion to the war effort and carried the 
message of the firm's peacetime prod- 
ucts—heating pads, dashboard cigarette 
lighters, electric hobby tools, rubber- 
bladed fans and automobile searchlights. 
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AWARDED 
DETROIT 


Main Plant: Detroit, Michigan 
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one vini only Deepfreeze gives 
100% PRIMARY FREEZING SURFACE 


guards against food dehydration! 


In any conversation about postwar 
home freezers, one name always gets 
-more mention than all the rest— 
Deepfreeze. 

The reasons are plentiful and potent. 
Deepfreeze is the first successful home 
freezer. And it’s first in features that 
mean finer food protection and eco- 
nomical operation. An excellent case in 
point is the 100° primary freezing 
surface of Deepfreeze. 

Patented, perfected, a solid wall of 
direct-action freezing surface entirely 
surrounds each Deepfreeze food storage 
chamber. 

Without going into a long technical 


ag? 









PLANT 


TRADE MARK REG. U. S. PAT. OFFICE 


MOTOR PRODUCTS CORPORATION 
Deepfreeze Division: 2419 Davis Street, North Chicago, Illinois 
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Cartridge cases, airplane nose and tail gun 
turrets, blood desiccating units and indus- 
trial freezing equipment are among the war 
products that Motor Products Corporation is 
proud to be making to speed the day of Victory. 


Canadian Plant: Walkerville, Ontario 


ODAY... 
-WORD TOMORROW 
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MOTOR PRopuCcTs 
CAN MAKE a 


Deeptreeze 





EZE |; 


TRADE MARK REG. U.S. PAT. OFFICE 
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discussion, that means Deepfreeze pre- 
serves foods deliciously farm-fresh, far 
longer—protects them from harmful 
dehydration. 

What’s more, the Deepfreeze design 
keeps “heat-absorbers” out of food 
storage chambers, gives a bonus in 
usable food storage space. 

More and more people are learning 
about Deepfreeze and what only Deep- 
freeze does. Full-page advertisements 
in leading magazines continue building 
up a tremendous backlog of Deepfreeze 
postwar sales. Get your share of the 
business by starting your plans now. 
Use coupon below! 
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ONE MODEL 
... FHE FINEST! 








ONE BRAND NAME 


men iaelalallc 


lronrite’s manufacturing and sales policies are designed to give 
lronrite distributors and dealers the strongest possible sales 
position—concentrated volume on a single model of outstanding 
quality, with many exclusive, patented features, and priced to 
permit thorough home demonstration and guaranteed owner 
satisfaction. 


This owner-satisfaction, in turn, is a major factor in developing 
and closing other sales leads. 


lronrite is the standard of quality, performance and owner 
satisfaction in the ironer field! 


Furthermore, every ironer that lronrite makes, is sold under 
the Ironrite name. lronrite makes no “special brand” merchan- 
dise to compete with its own distributors and dealers, nor to sell 
through special outlets. 


Thousands of consumer inquiries, from our Ladies’ Home 
Journal advertising, are now in hand, awaiting postwer allo- 


cation to dealers. Write, wire or telephone for further franchise 
details. 


The Ironrite lroner Company 


38 Piquette Ave. . Detroit 2, Michigan 


oem r@UR EVES ON 
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THE WORLD’S FINEST IROWNER 
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FRIGIDAIRE SERVICE TRAINING CLASS—Scene at one of the 75 district schools 


where approximately 2,000 men received instruction in essential repair and mainte- 
nance service through courses offered by Frigidaire's 1943-1944 fall and winter 


Wartime Service Training Program. 


Frigidaire's Wartime 
Service Training 


Marked by the training of 2,000 men 
at 75 district schools, plus an enroll- 
ment of some 5,000 dealers and service- 
men in primary and post-graduate cor- 
respondence courses, Frigidaire 1943- 
1944 fall and winter Wartime Service 
Training Program has proved ex- 
tremely successful in the opinion of 
P. V. Sprout, Frigidaire’s service 
manager, 


Operation Expanded 


Mr. Sprout pointed out that in order 
to make certain that the fine record 
achieved during 1942 and 1943 would 
be continued, Frigidaire took steps to 
intensify and expand its service train- 





P. V. SPROUT 


ing operations to meet the ever increas- 
ing demand for qualified servicemen 
and to supply the need for essential 
repair and maintenance service. 

“The problem we faced was all the 
more difficult in view of the diminish- 
ing manpower supply,” says Mr. 
Sprout, “‘and-the fact that the millions 
were all a year older.” 

“During the recent training season 
of Frigidaire installations in daily use 
alone, approximately 2,000 men will 
have attended 75 district schools.” 
Duration of these schools varied from 
a few days up to one month and they 
offered highly organized instruction in 
fundamental and advanced classes in 
household, commercial and range serv- 
ice work under supervision of experi- 
enced factory and district instructors. 

More than 5,000 special primary and 
post-graduate courses have been dis- 
tributed. The 24-lesson primary course 
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can be taken by the students as pre- 
training before employment. The 12- 
lesson post-graduate course is designed 
for experienced men. Here again the 
objective is the thorough training of 
manpower in the minimum space of 
time. 


Dealers Support Program 


Having learned the value of this 
service training program in 1942, when 
Frigidaire’s wholesale education move- 
ment first got under way, the dealer 
organization spared no effort to help 
make this new concerted effort a sig- 
nal success, Although the training pro- 
gram was essentially for the winter 
months to prepare for the critical 
warm-weather periods, requests for 
the Service Correspondence Course 
lessons were continued throughout the 
year. Both day and night classes were 
held and numerous dealerships used 
newpaper advertising to enlist men for 
training and service work. 


Appliance Quiz for 
Furniture Stores 


At the Minnesota Retail Furniture 
Association meeting held in St. Paul 
in May, Ted Losby, dealer sales pro- 
motion manager, of Northern States 
Power Co., proposed several questions 
for the furniture man to ask himself 
if he wanted to go in the appliance 
business. They were: 


1. Have you 800 to 1,000 sq. ft. of 
floor to devote exclusively to appliances? 

2. Are you willing to sell appliances 
and radio on a marginal profit of 25 to 
40 percent? 

3. Are you willing to spend 10 to 18 
percent of the profit on outside sales- 
men and advertising? 

4. Are you willing to carry $1,500 to 
$2,500 in display stock? 


If so, he said, you are in a position 
to go in the appliance business. What 
has held appliances back in furniture 
stores has been the reluctance of this 
type of retailer to accept 30 to 35 per- 
cent discount when they are used to 
much higher ones on furniture. Lack 
of traffic has held back appliances too, 
as has lack of bona fide salesmen. 
Furthermore, furniture dealers have 
not been willing to put in adequate dis- 
play stock, and their windows do not 
attract the right kind of trade. 
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In cooperation with the 
U. S. Army Signal Corps, 
Motorola Engineers have 
developed and are pro- 
ducing in quantity the 
very versatile and now fa- 
mous Walkie-Talkie. This 
is a complete 2-way F-M, 
Portable Radiotelephone 
system, battery-powered 
and carried pack-fashion 
on the fighter’s back. 
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There are a few businessmen, a lot 
of typewriter executives and plenty 
of arm-chair strategists who say that 
the distributor is a dying duck be- 
cause his is an uneconomic function. 
But the fact remains that the cost of 


distribution has always diminished 





in direct proportion to the reduced 
costs of manufacturing which result 
from skilled product development 
and volume sales. And remember 
this...the distributor is an important 
factor in both of these vital phases of 


a successful merchandising operation! 


Here Is What Your Motorola Distributor Will Do For You 


He will introduce the Post War Motorola F-M 
Radios and Automatic Phonograph Radios by 
exhibiting the complete line in his showrooms. 


He will carry a complete stock in all price brackets 
2) so you can order and get delivery from day to day. 
He will carry parts for replacement and servicing. 


about F-M, Television (when it is available), and 


% He will help train your Servicemen... teach them 
how to service automatic phonographs. 


facts about the radios they sell. He. will reduce the 


dal He will help educate your Salespeople . . . give them 
loss of sales which result from poor demonstration. 


He will provide you with sales-stimulating ideas 

5 and advertising promotions. He will strengthen 
your entire radio sales department. 

6 He is your responsible, ready-able-and-willing trou- 


ble shooter... a man with an organization you can 
reach with a five-cent telephone call. 


the Motorola Distributor Organization 1s Ready 


GALVIN MFG. CORPORATION - CHICAGO 51 





Motcrota Radio 


F-M RADIO + AUTOMATIC PHONOGRAPHS ¢ TELEVISION © F-M POLICE RADIO » RADAR + MILITARY RADIO COMMUNICATIONS 


ELECTRICAL MERCHANDISING—JULY, 


1944 


PAGE 63 








If SHE Likes It 
.. You’re All Set! 














Enthusiastic acceptance is real 
proof that Whirlpool Washers 
and Ironers are the ‘‘women’s 
choice’. That will mean a lot 
when Uncle Sam says ‘‘GO’’. For 
maxium sales and profits then, 
line up with Whirlpool NOW! 


EMGINEERS . MANUFACTURERS . DISTRIBUTORS 


RIAREW LEER a 
GWRDRED GH 26 1p0r2lion 
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Winter-Herbig Head 
New Stoker Company 


A new stoker manufacturing com- 
pany has entered the field, a charter 
having just been granted to Consoli- 
dated Industries, Inc., State Life Build- 
ing, Indianapolis, Ind. 





W. T. WINTER 


Named in honor of the company's 
president, the “Winter Automatic 
Stoker” will be manufactured for com- 
mercial, industrial and domestic appli- 
cations. Its president, W. T. “Frosty” 
Winter, was for five years vice-presi- 
dent in charge of sales supervision for 
U. S. Machine Corp., makers of Wink- 
ler Stokers. Previously he had been 
sales manager of the Stokol-Iowa Co. 

R. G. Herbig, secretary-treasurer, 
was formerly secretary and financial 
manager of the U. S. Machine Corp. 
He was formerly with Stokol and the 
Studebaker Corp. 





R. G. HERBIG 


An unusual policy has been adopted 
that will provide place on the board of 
directors of the company for stoker 
dealers from typical sections of the 
country. Other men active and experi- 
enced in the coal and stoker industries 
will also be members of the board, the 
full personnel of which will soon be 
announced. 


Steam-o-matic, Petipoint, 
Acquired by Titeflex 


Manufacturing and sales licenses to 
the patents held by Edward P. Sch- 
reyer have been acquired by Titeflex, 
Inc. of Newark, N. J. These patents 
cover the “Steam-O-Matic” electric 
steam iron. Also included in the 
transfer is a dry electric iron called 
the “Petipoint.” Fully automatic, the 
Petipoint is the first “air-cooled” iron 
to be placed on the market. 

Both sales and manufacturing of 
these two products will be performed 
for Titeflex by the Waverly Tool Co. 
of Irvington, N. J. Sales offices will 
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be maintained in Irvington, while 
manufacturing and service will be done 
at the Waverly Tool Co. plant at San- 
dusky, Ohio. 

Milton Schreyer, who first placed 
these products on the market, will 
handle the merchandising of “Peti- 
point” and “Steam-O-Matic” for the 
Waverly Tool Co., while Edward 





MILTON SCHREYER 


Schreyer will continue development 
work on new appliances for the organ- 
ization. 

Quotas have been assigned the Wav- 
erly Tool Co. by the War Production 
Board, and a limited number of the 
irons will be made in 1944, This pro- 
duction will be allocated to outlets 
who handled these products before the 
war, with due consideration being 
given to population shifts which have 
occurred during the country’s war pro- 
duction program. 

The entry of Titeflex, Inc. into the 
appliance business should be of great 
interest to the appliance industry, as 
it marks another example of a large 
industrial concern entering consumer 
markets. Titeflex is well known as a 
leading manufacturer of flexible metal 
tubing for industrial and automotive 
uses. It has also made a record in the 
production of radio and ignition shield- 
ing equipment for aircraft and Army 
vehicles. 


St. Charles Reviews 
Post-War Kitchen Plans 


Executives and supervisors of the 
St. Charles Mfg. Co., St. Charles, IIL, 
recently met to discuss post-war plans 
and policies for the promotion of their 
line of all-steel custom built kitchens. 

The meeting was opened with an 
address by R. A. McNeille, president 
of the company. Sales manager, P. P. 
Mosher, acting as chairman of the 
meeting, reviewed past accomplish- 
ments and outlined its post-war aims. 
A review of the advertising and pro- 
motional work now being done and 
an putline of plans for post-war pro- 
motional work were presented by A. T. 
Lewis, advertising manager. 

Open discussion followed in which 
supervisors joined in considering pro- 
posed changes in company policies to 
effect successful entry into the post- 
war kitchen market. A display of new, 
proposed models and improvements was 
used as a basis of open discussions 
covering design, finish, arrangements 
of units and the use of new materials. 

A tour of the plant was arranged 
for supervisors following the afternoon 
meeting of the first day. During the 
war, the production of St. Charles has 
consisted of tracer bodies for anti- 
aircraft shells, primers for trench mor- 
tars, dome nut rings for the Air Corps, 
galley and other equipment for Navy 
landing craft and Army supply ves- 
sels, 
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Follow the Crowd fo the 
“THownce MM-Steel Gas Range 


Ready for Automatic Control when 
Thermostats Become Available 


@ It’s new and it’s news! This new Floreace Gas Range 
brings back features that until now have been “blacked 
out” by the war...such as all-steel construction... two 
service drawers... polished aluminum burner heads... 
porcelain finish. 

With typical Florence foresight in design, the new 
gas range is built to have automatic control as soon as 
thermostats become available. These thermostats can be 


installed in the ranges you have in stock or in the ones 
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you have already sold, and delivered to customers. 


In addition to the Florence All-Steel Gas Range, the 
Florence “home front” group also includes an oil range, 
an oil stove and oil heaters. They are being manufac- 
tured with the full realization that America’s Armed 
Forces for the duration deserve, and will have, first call 
on Florence production. The fact is that 96% of our 


work is stil] devoted to “backing the attack.” 






96% of our work 
is for America’s 
\ Armed Forces 


The Army-Navy “E” for 
Excellence flies above our 
Kankakee Shell Plant, 


won by its workers. 
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PUBLIC SERVICE HEADQUARTERS—With no appliances to sell to the public, the 


sales and display rooms of most utilities have become somewhat of a problem. In 
Portland, Ore., a somewhat similar situation occurred when the substation located 
on the ground floor of the Portland General Electric Co.'s main office building 
recently became vacated. A liability was turned into an asset, however, by develop- 
ing the space into an active and fully equipped civic campaign headquarters, where 
offices are loaned rent free to the War Chest, Red Cross and other civic agencies. 
The space has been modernized attractively using non-critical materials, under the 
supervision of Pietro Belluschi, Portland architect. 








THE AMERICAN WAY | 
| 


AMERICAN CENTRAL 


| 
MANUFACTURING CORPORATION, CONNERSVILLE, INDIANA | 
MANUFACTURERS TO INDUSTRY AND THE AMERICAN HOME | 


PAGE 66 


Appliance Dealer Meetings 
Planned in Northwest 


A series of experimental meetings to be held in June, at which manu- 
facturers, distributors and utilities will present to electrical dealers and 
contractors their plans for the future was announced by C. Patrick John- 


son of the Puget Sound Power and 
Light Co., before the conference of 
the utilization section of the North- 
west Electric Light and Power As- 
sociation, held at Boise, Idaho, re- 
cently. 


Utility Merchandising 


C. J. Strike, president of the Idaho 
Power Co., keynoted the gathering 
by pointing out the importance of the 
sales departments of the utilities in re- 
establishing a sympathetic understand- 
ing by the public of the electrical in- 
dustry and of individual companies. 
Speaking for his own company, he 
said that the cheapest load building 
obtainable is through dealer channels, 
but that utilities may have to get into 
the merchandising business to pioneer 
new appliances and to plug gaps in 
territory which may not be adequately 
covered by dealers. If they do handle 
merchandising, it must be on a basis 
which will provide sufficient gross 
profit to cover the cost of doing a 
merchandising business, plus a profit 
on invested capital, the same as any 
mercantile concern. 

The importance to the electrical in- 
dustry of combining agriculture and 
industry to exploit the products devel- 
oped through scientific research by 
farm chemurgic councils was the sub- 
ject of a report by R. E. Gale of Idaho 
Power. D. B. Leonard, Pacific Power 
and Light, reported on the results of 
a survey among ten companies serving 
Utah, Idaho, Oregon, Washington and 
British Columbia, which showed them 
making plans to serve 21,615 new 
farms and 96,650 new residences by 
the end of the five year period following 
the war. 

Washington Water Power trading 
posts have negotiated the sale of 1,495 
small appliances during the first five 
months of operation, at an average 
sale price of $5.77, according to a re- 
port by R. B. McElroy. Not only does 
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this put the appliances back into serv- 
ice, says Mr. McElroy, but it has 
proven to be a wonderful goodwill 
builder for the company, since no com- 
mission is charged on the sales. 

A new advertising campaign ex- 
tolling the climate, raw materials, labor 
and abundant power of the state of 
Washington will be instituted by four 
of the member utilities, according to a 
report given by A. H. Wegner, also 
of Washington Water Power. 

In the discussion of utility plans for 
load building after the war, the confer- 
ence agreed with A. C. McMicken, 
Portland General Electric, that one 
of the first jobs would be rebuilding 
an adequate sales organization. C. T. 
Bakeman, Puget Sound Power & 
Light, presented the report of the post- 
war planning committee on dealers’ 
sales development, discussing long-term 
financing of dealers’ sales, architects’ 
cooperation as an aid to dealer sales, 
development of retail outlets for heavy- 
duty equipment, display and advertis- 
ing aids to dealers, cooperation with 
manufacturers and distributors, utility 
home service departments as an aid to 
dealers, sales education for dealer em- 
ployees and other allied subjects. 


New Developments 


New appliances and fields of oppor- 
tunity were discussed, with special ref- 
erence to quick-freeze units, new heat- 
ing and air-conditioning equipment, 
automatic laundry, and new lighting 
sources. C. W. Wildebour, Puget 
Sound Power & Light Company, told 
of experimentation with a new Du- 
Pont silver-base paint used as a heat- 
ing element. This paint is a conductor 
and a one-inch-wide strip twelve feet 
long pulls 400 watts. Painted on the 
inside of a brooder or other interior 
surface surrounding a space to be 
heated, it has definite possibilities, al- 
though details of its use have not yet 
been fully worked out. 
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An Acknowledgment 


---TO THE PUBLIC 


We who work at Crosley owe our livelihood to mil- 
lions of fellow Americans who have bought Crosley 


radios, refrigerators and other household appliances. 


To these millions of customers, we also owe our 
modern plants and equipment, and the important 


position we hold in the home appliance industry. 





When war came, we converted immediately and 
totally to war production. As long as war materials 
are needed, we will continue to produce them to the 
limit of our capacity. We are turning out the weapons 
of victory with the same skill, the same experienced 
watchfulness, and to the same uncompromising stand- 


ards that distinguished Crosley pre-war products. 


After the war, we shall again produce for the pub- 
lic the obligations of peacetime —the finest refrigera- 
tors, radios and appliances they can buy—applying 
the lessons of war to a program of continuous product 


development and improvement. 





--- TO THE “TRADE” 


We have supplied American homes with Crosley re- 
frigerators, radios, ranges, washers and ironers 
through loyal Crosley dealers and distributors. These 
business partners know that our policy before the 
war was to provide them with the right products at 


the right prices together with consistent advertising, 
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by Crosley 


sales promotion and dealer helps. This will continue 


to be our policy. 





Reconversion, after the war, will be accomplished 
as quickly as our duty to national security permits. 
Our postwar Crosley products will embody the same 
values that, in our last peacetime year, gave Crosley 
dealers and distributors the greatest sales increases 


in their history. 


We assure fair and equitable distribution until a 
fully restored production schedule makes possible 


immediate delivery of all orders. 





--- TO OUR ORGANIZATION 


To the 9,000 workers who are Crosley we are obli- 
gated to provide satisfactory working conditions, a 
full return for their effort, encouragement of individ- 
ual initiative and self-improvement, complete under- 
standing, and sincere recognition of the importance 


of the individual. 


To former Crosley people, now serving their coun- 
try, we pledge every consideration in all our postwar 
planning plus every assistance in readjusting them- 
selves to the way of life they have struggled to 


preserve. 


1944 


---TO AMERICAN INDUSTRY 


In the neighborhood of 2500 other companies pro- 
vide materials, fabricated parts and special equip- 
ment to speed up Crosley production of more than 
forty vital war weapons—including 2-way radios, gun 
sights and secret radar applications. Each of these 
companies has made a contribution in quality and 


workmanship which we are proud to acknowledge. 


These same manufacturers and others will help us 
to produce Crosley refrigerators, radios, ranges, 
washers and ironers when conditions again permit 
their manufacture for consumer use. We have worked 
together to win the war. We shall keep on working 


together to insure the peace. 





As a substantial unit in American industry, we 
have a continuing obligation to other units to main- 
tain high standards for our products and high ethics 


in our business dealings. 


We hope our business policies shall reflect credit 
upon American industry as a whole, as well as upon 


the Crosley organization. 


GROSLEY- 


THE CROSLEY CORPORATION 
CINCINNATI, OHIO 


Peacetime Manufacturers of Radios, Refrigerators, Household Ap- 
pliances, and the Crosley Car. Home of WLW,“‘The Nation’s Station” 





See Crosley Exhibit, July 6th to 15th— Spaces 
44 to 48 inclusive—17th floor, American Furniture Mart. 
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5. Hennetts August Companion 











His wife told him he should read an article in 


it. He did—he read several —and found they 
gave him some valuable business pointers. 

Mr. Bennett’s business is based on successful 
selling to women. The Companion understands 
women’s buying problems—and the dealer’s prob- 
lems, too. Smart dealers study the Companion 
often. They know that good buying advice 
for women usually'carries good selling infor- 
mation for them. 

Make it your business to read the Companion. 


The Companion will make business for you. 


FIGHTING CHAMPION 
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5 working late tonight / 


O F HONEST 





COOL CURRENT EVENTS...or how housewives can get out 
of the kitchen! Says Companion’s Equipment Editor to mil- 
lions of simmering homemakers: “Find the coolest oasis in 
the house. Set up a table, bring out a few kitchen-cooked 
things and call the family. Plug in your electrical appliance and 
the rest of the cooking goes on while you eat.” 

Menu and recipes for a “plugged-in” breakfast, lunch, and 
dinner are featured, together with a toaster, percolator, grill, 
and waffle iron. Some tie-in here for dealers who want to 
keep customers appliance-conscious! 


COOL CURRENT EVENTS also features Companion’s new 
quick and easy method of mixing waffles. More people will 
make more waffles if they know this streamlined method. 
Why don’t you display the recipe in your window? Page 54, 
August Companion. 


WOMAN’S HOME 


COM PANION 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF 
WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 


BUSINESS 
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Manufacturers and jobbers were 
given an opportunity to tell of their 
post-war plans. Fowler Mfg. Co. an- 
nounced by letter that it would build a 
new factory at Portland for the manu- 
facture of water heaters, anticipating a 
greatly increased post-war demand. 

J. F. McAllister, Utah Power and 
Light, chairman of the standardization 
committee, pointed out that the com- 
panies of this region are not far apart 
in their requirements for water heat- 
ing and advocated accepting the stand- 
ards developed by NEMA. Two reso- 
lutions were passed, one urging all 
branches of the industry to feature 
adequate wiring in their advertising 
and the other advocating the passage 
of sales control ordinances through 
the Pacific Northwest which would ban 
the sale of substandard appliances in 
this territory. 


Geo. Dunham Opens 
Consulting Office 


George W. Dunham, one of the 
pioneers of the automobile industry as 
chief engineer of the Olds Motor 
Works, the Hudson Motor Car Co. and 
the Chalmers Motor Co., is again 
available as consultant after several 
years with the General Electric Co. 
where he was responsible for the engi- 
neering of products in the Home 
Laundry Division. 

He is opening offices at Westport, 
Conn. to make available a service for 
design and development specializing on 
domestic appliances and particularly 
home laundry equipment. His experi- 
ence with the latter extends back to his 
association with the Savage Arms 
Corp. immediately after the first 
World War. 

Mr. Dunham is past president of the 
Society of Automotive Engineers. For 
a number of years he conducted an 
advisory business with offices in New 
York and Detroit. 























mOnt THAN EVIE... OUT WAP BONDE AnD STAMPS 








Oo tae emcee n8 he #6 te 


WIRING CAMPAIGN—"Octopus Out- 
lets" is the dramatic theme of this ad, 
the first in a new series sponsored by 
the Electrical Association of Philadelphia 
in behalf of better wiring for the post- 
war electrical appliance load. The preva- 
lence of “octopus outlets", the associa- 
tion said, with attending overloading of 
circuits, precludes present full enjoyment 
of electrical living and bars future pur- 
chases of electrical appliances. 





THE RIGHT TIME 


AT THE 
RIGHT PRICE 
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TWO FLAGS 
ING AMAM 


Oniy about three percent of all war contractors have been awarded 
the Army-Navy “E”. We are grateful for this recognition which has 
just been accorded us. 

Since shortly after war was declared, we have produced only war 
materials for the Army, the Navy and the Air Corps. Several hundred 
million critical and exceedingly accurate parts and units have poured 
out of our factory. We can’t say much about them, but the enemy has 
said plenty. 

Up goes the new flag, with the minute man flag that says over 90% 
of our people are buying war bonds on the Payroll Deduction Plan. 

Thanks, Uncle Sam! 


THE E. INGRAHAM CO.., Bristol, Conn. 








®@ The jewel-like Ingraham miniature 
self-starting electric alarm clock—only 
4% inches high—motor completely 
sealed in oil. We'll be making them 
again when our war job is done. 


MODEL SA-14 














ESTABLISHED 1831 
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WHETHER TOMORROW'S 
ELECTRIC RANGE be futuristic 
or conventional, if built by Electro- 
master it will offer outstanding 
advantages. Standard equip- 
ment for Electromaster Model 
16-1 includes a 6-quart Vita-Miser 
cooker, oven control clock with 
interval timer, signal light for each 
unit, twin-unit oven, warming 


drawer, and two spacious utensil 
drawers. It provides beauty with 
a purpose — attractive appear- 
ance combined with maximum 


utility. 





. . - THE RANGE 
WITH A FUTURE 











Electromaster, busy in war pro- 
duction, is also hard at work plan- 
ing extensive improvements for 
electric ranges. New materials 
and recent technical develop- 
ments will provide greater visi- 
bility of cooking operations, ease 
of cleaning, foolproof controls, 
and other safety and conven- 
ience features. In the future, as 
in the past, Electromaster's 
straight line production methods 
will turn out the finest in electric 
cooking equipment. 

Sales territories are avaitable in 
certain localities. 





DETROIT 31, MICHIGAN 
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San Diego Bureau 
Looks at the Future 


Although attendance was “rationed” 
because of limited seating capacity, 
the annual spring conference of the 
Bureau of Radio and Electrical Appli- 
ances of San Diego, Calif. recently held 
one of its most successful and enthu- 
siastic meetings. More than 225 were 
in attendance, of whom more than 25 
were out-of-town manufacturers and 
their representatives. The rationing 
system did not keep away any local 
firms, only limiting the number who 
were permitted to attend from each, 
with the result that the meeting boasted 
the most complete representation yet 
enjoyed. 


Planning Committee Reports 


The report of the Planning Com- 
mittee was received with enthusiasm 
and the committee was made a perma- 
nent one. In turn-about fashion the 
committee drafted the complete mem- 
bership of the Bureau, who are asked 
to align themselves with the work of 
some one of the four subcommittees 
which are carrying on the work. 

The manufacturer-distributor ses- 
sion, presided over by J. Clark Cham- 
berlain, secretary-manager of the Bu- 
reau, took the form of a questioning 
of the 20 or more manufacturers’ and 
distributors’ representatives present, 
with an informal discussion which 
brought out facts and plans of interest 
to local dealers. Among the items of 
interest mentioned were the description 
of a new GE. set-up; announcement 
of the early establishment of a San 
Diego branch of Thor-Pacific; and 
new policies announced by Stromberg- 
Carlson, who will distribute direct to 
the dealer instead of through whole- 
salers; and by Packard-Bell Radio, 
who plan to establish their own fac- 
tory-controlled distribution, with a lo- 
cation in San Diego. Hoffman Radio 
Corp. announced that it would be in 
the field aggressively with domestic 
radio equipment. In general, distribu- 
tors seem certain that post-war dis- 
tribution channels will remain much as 
they were in the past. 


Utility Plans 


The evening session, following a 
buffet supper, started with a report of 
the advertising committee, pledging 
continued activities during future 
months. A. E. Holloway, vice presi- 
dent of the San Diego Gas & Electric 
reported that his utility does not plan 
to return to merchandising unless some 
unforeseen need arises to pioneer in 
some field which dealers may not be 
able to handle alone.. He promised 
continued support for Bureau activities. 

A Selling Clinic, participated in by 
M. G. Sues, Chris Griffen, Burt Dor- 
ris, Harry Fogwell and E. M. Frell- 
son, brought out the need for sales 
training to take advantage of oppor- 
tunities and to readjust to a buyer’s 
market after the war. The session 
ended with the demonstration of “To- 
morrow’s Lighting Tools,” staged by 
S. G. Hibben of the Westinghouse 
Electric & Mfg. Co. 


ss 


For THE FOURTH TIME the Regina 
Corporation, Rahway, N. J., has won 
the Army-Navy Production Award for 
meritorious service on the production 
front, with the result that a third white 
star has been added to the Army- 
Navy “E” pennant now flying over the 
company’s plant. 
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IN STOWE S TIME 
Uncle Tom’s Cabin — 
formed the protest of the 

‘ew into the uprising of 
millions against slavery- 

















"From An Old Lantern Slide” 


FIRST ro me NEW MILLIONS RESPOND 


Until Harriet Beecher Stowe wrote Uncle Tom’s Cabin — human slavery was 
the private horror of a small band of intellectuals. But her dramatic realism 
roused the common man, touched the understanding and the heart of millions — 
and slavery was doomed. 


Every great movement in history began only when the masses of the common 
man were inspired to join. What influences him, influences the whole of society. 


And history records he is not easily influenced except when he recognizes 
the common touch with his own life and his own thoughts, his own problems. 


Up to 25 years ago— publishers had failed to reach him. Then True Story 
—by the magic of the common touch and by its simple credo, its basic sin- 
cerity, brought hitherto non-existent millions of magazine circulation into being. 
It encouraged, helped and inspired; built its own multi-million audience; fos- 
tered the growth of millions more for other new magazines and influenced the 


basic pattern of other magazines, of movies, radio, newspapers, and advertis- 
ing itself. 


At no time in the country’s history has True Story’s touch with the common 
man been so needed . . . so rich in opportunity —be it for gteater under- 
standing or greater sales. For, now, more than ever before: 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST FORCE IN 
PRODUCING THE AMERICA WE WANT. 


#OR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE j A UE S i ( RY 


ELECTRICAL MERCHANDISING—JULY, 1944 





mS 


Thmeleus TIME 


editortd 
» great 

ught the gr 

life itself 


yeaders: 


[rue story > 


formula bro 


a 
teachings of 


nh 
20 million me 


PAGE 71 





Compliments on her coffee 
are old, old stories! 


She owns a KitchenAid Coffee 
Mill! That’s just another way of 
saying she serves the finest coffee 
around, because coffee with flavor 
and aroma freshly released from 
the bean simply can’t be equalled. 

And her KitchenAid Coffee 
Mill makes it so easily! A flip of 
the switch, and correctly ground 
coffee pours into the measuring 
glass—instantly ready to be 
brewed, before the delicious fresh- 
ness can disappear. No wonder 





that she treasures her KitchenAid! 

And every friend of hers with- 
out one envies her. A great many 
are planning now to buy one as 
soon as they’re available again. 
Multiply this situation by the 
number of KitchenAid Coffee 
Mills already in your territory 
and you can easily visualize a tre- 
mendous post-war market. That’s 
why we’re planning to make even 
finer KitchenAids available for 
you again as quickly as we can. 


TWO 


KITCHEN AIDS: 


1. MIXER 
Super-powered for 
28 different 
kitchen duties. 


2. COFFEE MILL 
For the freshness 
and flavor of 
home-ground coffee 





KITCHENAID 


[i 


The Hobart Manufacturing Co., 
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Kitchen Aid Division ® Troy, Ohio 





NEW POSITIONS OF THE MONTH 











Philco Corp. 


In order to expand and strengthen 
still further Philco’s sales organization 
for the post-war period in preparation 
for a greatly increased volume of busi- 
ness, John M. Otter has just been 
named sales manager for the Home 


_ vertising 


Saturday Evening Post 


Arthur W. Kohler, manager of the 
Saturday Evening Post, announces the 
appointment of Glenn Gundell as ad- 
and promotion manager. 
Prior to joining the Post, Mr. Gundell 
was in charge of advertising and sales 





JOHN M. OTTER 


Radio Division, and Walter H. Eichel- 
berger has been appointed sales man- 
ager for the Refrigerator Division, it 
was announced recently by Thomas A. 
Kennally, vice-president in charge of 
sales for Philco Corp. 


Past Backgrounds 


Mr. Otter, who for the past 4 years 
has been Philco sales manager for the 
Middle West, with headquarters in 
Chicago, joined the company in 1926. 
He became district representative for 
Philco in Northeastern Pennsylvania 
in 1927 and continued in that capacity 
until 1935, when he was named sales 
manager for the Philadelphia branch of 
Philco Distributors, Inc. He went to 
Chicago in 1938 as branch manager, 
and since 1940 has been in charge of all 
Philco sales in the Middle West. 

Mr. Ejichelberger joined Philco in 
1936 as general manager of the Detroit 
Branch of Philco Distributors, Inc. 
Previous to that time he had been asso- 
ciated for a number of years with 
United Motors Service, first as East- 


GLENN GUNDELL 


promotion of the Appliance and 
Merchandise Department of the Gen- 
eral Electric. 


He will make his headquarters in * 


Philadelphia. 


Chrysler Airtemp 


Ralph C. Cameron has been ap-’ 


pointed director of merchandising for 
Airtemp Division, Chrysler Corp., 
according to an announcement made by 
Paul B. Zimmerman, vice-president 
and general sales manager. Mr. Cam- 
eron will continue to direct post-war 
planning activities of the company. 
The newly created position will place 
all advertising, sales promotion, and 
sales training activities of the Division 
under the supervision of Mr. Cameron 
for the purpose of providing coordi- 
nated sales’ campaigns, sales training, 
promotional programs, and advertising 
for each of the Airtemp lines of air 
conditioning, commercial refrigeration 
and automatic residential heating. 
Ralph C. Cameron came to Airtemp 





W. H. EICHELBERGER 


ern regional manager, and then as 
general sales manager, with headquar- 
ters in Detroit. Since May, 1941, Mr. 
Eichelberger has been located in Phil- 
adelphia as manager of Philco’s At- 
lantic Division. 
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RALPH C. CAMERON 


early in 1942 from Nash-Kelvinator 
Corp., where: he was sales manager of 
the household division. Previously he 
was assistant manager of the Specialty 
Appliance Department of General 
Electric at Nela Park, Cleveland. 
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The Man Who Taught Old Electrons New Tricks 


Allen B. DuMont brought some of your best cus- 
tomers through your front door when he created 
the famous DuMont Cathode-ray Tube. 

That tube made elusive electrons behave better, 
directed them in disciplined streams so that tele- 
vision images became clearer, truer. 

The DuMont Cathode-ray Tube, just one of 
DuMont’s many precision electronic achievements, 
brought him well-earned honors and the title “‘the 
man who made commercial television practical.” 

The DuMont Cathode-ray Tube took years to 
perfect. But those years and all the years of DuMont 


- 


specialization in electronics and television have 
made it possible for your best customers to look to 
you for outstanding technical and artistic superior- 
ity in Television-Radio Receiver sets. 

DuMont’s hundreds of skilled specialists mean 
that you will have better Television Receivers to sell 
...sooner. As soon after victory as possible! Soon 
enough for you to make plans now. 

Inquire of DuMont. We'll keep you supplied with 
all the latest information so that, together, we can 
better direct your peacetime customers (like elec- 
trons, in streams!) through your doors. 


. 


al| M | NT V / ectson.KCecleons avd pect. 





~ 


515 MADISON AVENUE, NEW YORK 22, 


ALLEN B. DuMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVENUE, PASSAIC, N. J. 
TELEVISION STUDIOS AND STATION WABD, 


Copyright, 1944, Allen B. DuMont Laboratories, Inc. 


NEW YORK 
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Telechron 
is the 
heart of 


timing and 


























TELECHRON MOTORS 
will time and control 


post-war home appliances 


Automatic timing control for ranges, washing 
machines, dishwashers, roasters and clothes dri- 
ers—-automatic time control and station selection 
for radios—automatic defrosters for refrigerators 
— these will be important sales features for new 
appliances now being designed for post-war 
% production. 





For more than 25 years, Telechron 
electric motors have stood for depend- 
ability in automatic timing and control. 
They are adaptable to all kinds of uses 
in home appliances. “Write Dept. F, 
Motor Advisory Service. 


Telechron 


REG, U. S. PAT. OFF. 
WARREN TELECHRON COMPANY, ASHLAND, MASSACHUSETTS 


MAKERS OF TELECHRON CLOCKS AND SYNCHRONOUS MOTORS 
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Westinghouse 


Walter Evans, vice-president in 
charge of Westinghouse radio activi- 
ties, recently announced the appoint- 
ment of Harold B. Donley as manager 
of the Westinghouse Radio Receiver 
Division, which will manufacture and 
market home radio receivers as soon as 
they can be made again. 





HAROLD B. DONLEY 


Mr. Donley, who before his new ap- 
pointment was general appliance man- 
ager for the Westinghouse Electric 
Supply Co., with headquarters in New 
York City, has been with Westing- 
house for 22 years. 

“Mr. Donley will take over immedi- 
ately supervision of the planning and 
experimental work through which 
Westinghouse for the first time since 
1928 will develop a complete line of 
home radio receivers. Development 
work is already under way on these 
new models, including standard re- 
ceiving sets and frequency modulation, 
with and without phonograph combina- 
tions, and home television equipment,” 
Mr. Evans said. 

Widely known in the retail merchan- 
dising field, Mr. Donley joined West- 
inghouse in 1922 at the company’s 
Electric Appliance Division in Mans- 
field, Ohio. He was appointed a field 
contact man in 1927 to work with 
wholesalers and retailers on appliance 
merchandising; five years later he was 
named manager of heating appliance 
sales, then became manager of the 
appliance department. 


Mullins Mfg. Corp. 


James E. Britt of Salem has been 
appointed general sales manager of the 
contract division of Mullins Mfg. 
Corp., it was announced recently by 
George E. Whitlock, president of the 
concern. Britt succeeds O. L. Earl, 





JAMES E. BRITT 


who ends an 18-year association with 
Mullins to take a position with Acme 
Aluminum Foundries Co. of Chicago 
as vice president. and member of the 
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board of directors. His work will be 
devoted to sales and the sales develop- 
ment of new products. 

Britt has been sales manager of 
Mullins Automotive Division and came 
to the company in 1925 from Westing- 
house in East Pittsburgh where he did 
pattern work and later development 
engineering. Since 1925 his work has 
included production planning and 





O. L. EARL 


scheduling, and sales engineering. 

Earl joined Mullins as a chief in- 
spector and became in turn service 
manager, plant superintendent, assist- 
ant works manager of the Salem Plant; 
sales manager of the washing machine 
division, , assistant and then general 
sales manager of the contract division. 
His resignation from Mullins is effec- 
tive July 25. 


Graybar Electric Co. 


Succeeding W. E. Guy, who has be- 
come district commercial manager at 
the Chicago Graybar office, S. W. 
Scott has been appointed district com- 
mercial manager at Los Angeles. 

A native of Arizona, Mr. Scott 
joined the company in 1928 as a supply 
salesman in Los Angeles, and later 
served as manager of the merchandise 
department and as hearing aid special- 
ist in Los Angeles. 


Blackstone Corp. 


O. A. Lenna, president of the Black- 
stone Corp., has announced the ap- 
pointment of P. S. Moynihan as vice- 
president in charge of sales of this 73- 
year old company, nationally known as 
America’s oldest washing machine 
manufacturer. 





P. S. MOYNIHAN 


Mr. Moynihan joined Blackstone in 
1924 as a member of the sales force. 
As general sales mdnager since 1933, 
he is widely known in trade circles. 
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AFTER THIS WAR 


Let’s look at television first — everybody else 
is! Our own deep confidence in the ultimate 
success of television is founded’ on long, 


practical experience. As early as 1938, we 


WHAT'S THE RADIO AND TELEVISION BUSINESS 


GOING TO LOOK LIKE? 


HERE’S HOW WE SEE... THE TELEVISION PROSPECT 


1. Television has a great future. 


2. There is tremendous public interest in television. 
However, it will.be several years after the war before 
enough television stations can be built to provide full 
national coverage. 


3. As television broadcasting facilities develop—terri- 
tory by territory—good business opportunities will be 
presented to you...and to us. 


When television broadcasting develops in your terri- 
tory, Stromberg-Carlson will have a full line of tele- 
vision receiving sets which will bring to this rich field 
the 50-year-old fact: “There is nothing finer than a 
Stromberg-Carlson!” 


» I, 


HERE’S OUR VIEW OF ...THE RADIO FORECAST 


1. There always has been—always will be—a profitable 
demand for a good radio and radio phonograph—a fine 
musical instrument. 


2. For the immediate post-war years, the expanding 
market for FM receivers and phonograph combinations 
will provide your greatest profit opportunity. 


3. We believe that such instruments must have super- 


lative tone quality and an appearance in keeping with 
the best in furniture design. 
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RADIOS, TELEVISION, TELEPHONES 
AND SOUND EQUIPMENT 





were producing television receiving sets com- 
mercially. In March of this year we applied 


for a license to operate our own television 


' broadcasting station. But confident as we are, 


we try to view television realistically, and 


with sound business judgment. 


AND HERE’S OUR PLEDGE TO HELP YOU TO A 
PROFITABLE POST-WAR BUSINESS! 


1. We will have — soon after Victory —a fine line of 
Stromberg-Carlson FM and AM radios, phonograph 
combinations and television receivers in a wide range 
of prices. 


2. We will have a policy of distribution planned to give 
every Authorized Dealer a good profit opportunity on 
the Stromberg-Carlson line. 


3. And the Stromberg-Carlson name will be even more 
widely and more favorably known than ever before. 


STROMBERG-CARLSON 


ROCHESTER 3, NEW YORK 
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UTILITY 
EVAPORATIVE AIR COOLERS 


Utility Evaporative Air Coolers are available on AAS5 or 
better priority without authorization from WPB, with 
certain exceptions. Coolers may be stocked for inventory 
or re-sale by obtaining approval from War Production 
Board on Form WPB-547 (PD-1X). 


For exceptions and complete information, consult your 
local WPB office’ and ask for Order L-38 as amended 
May 10, 1944. 


Utility Propeller Fans and Centrifugal Blowers are also 
available in accordance with WPB regulations. We will 
be glad to furnish complete information and literature. 





EVAPORATIVE COOLERS 
FOR LOW-COST COMFORT 


Utility Air Koolers are the most effi- 
cient Jow-cost method of comfort cool- 
ing, for a wide range of commercial, 
industrial and domestic applications. 


























Evaporative coolers can be installed 
easily and quickly. They do not re- 
quire extensive interior duct systems. 
Dealers and contractors can easily 
estimate the required size of cooler, 
with the help of Utility’s sales man- 
ual. There is a minimum of service 
on evaporative coolers. 





Both first cost and operating ex- 
pense of Utility Air Koolers is far 
less than for any other type of air 
cooling. The equipment is also ef- 
fective for ventilation only, when 
cooling is not required. 
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Peace - time manufacturers of the Famous Utility Air 
Koolers, Blowers, Fans, Floor Furnaces, Circulating 
Heaters, Unit Heaters, Forced Air Furnaces. 
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Apex Electrical Mfg. Co. 


Appointment of A. C. Scott as vice 
president in charge of sales for The 
Apex Electrical Mfg. Co. was an- 
nounced recently by C. G. Frantz, 
president. 

Mr. Scott will direct all sales ac- 
tivities of the company plants at 





A. C. SCOTT 


Cleveland and Sandusky, Ohio, now 
devoted entirely to the production of 
war work, but normally manufacturing 
electric vacuum cleaners, washing ma- 
chines and ironing machines for house- 
hold use. 

In 1932, after 19 years of merchan- 
dising experience with the John Breu- 
ner Furniture Co., in Oakland, Calif., 
Mr. Scott became identified with the 
sales department of the Apex plant at 
Emeryville, Calif. Later being trans- 


ferred to Cleveland as sales manager _ 


of the Apex Central Division. With 
the outbreak of the war he served as 
director of war sales, from which posi- 
tion he was elevated to his new post. 


Crosley Corp. 


Appointment of Lee Stratton, as 
manager of refrigeration of the manu- 
facturing division of the Crosley Corp. 
has been made by J. H. Rasmussen, 
commercial manager. 

As district manager for the Nash- 
Kelvinator Corp., Mr. Stratton had 
merchandising supervision at different 
periods over various districts of the 
company, covering practically the en- 
tire country. He subsequently directed 





LEE STRATTON 


operations on all products for Nash- 
Kelvinator in St. Louis as western 
branch manager. 

Following conversion of civilian 
production to war production after 
Pearl Harbor, he served as personnel 
director of Nash-Kelvinators propeller 
plant in Lansing, Michigan. Later he 
served as manager of the Cleveland 
office of procurement for defense 
products. 
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Eureka Vacuum Cleaner Co. 


Harold M. Switzer was appointed 
treasurer and comptroller of the Eu- 
reka Vacuum Cleaner Co. Detroit, at a 
meeting of the board of directors, it 
was announced by H. W. Burritt, 
president. 

Switzer was comptroller and per- 





HAROLD M. SWITZER 


sonnel director of the Earl A. Thomp- 
son Mfg. Co. Previously he served 
as chief accountant and paymaster 
for the United Motors Service for 
thirteen years. He was formerly with 
Chevrolet Motor Division, General 
Motors Corp., Flint, Mich. Switzer 
is a graduate in commerce and finance, 
University of Detroit. 


Pepper Rejoins Company 


Samuel B. Pepper, who for fourteen 
years represented Eureka Vacuum 
Cleaner Co. in the middle Atlantic and 
Southeastern states, has rejoined the 
company at the home office in Detroit, 
Geo. T. Stevens, vice-president, an- 
nounced. 


Owens-Corning Fiberglas 


William R. Northlich has been ap- 
pointed merchandising manager of 
Owens-Corning Fiberglas Corp., To- 
ledo, Ohio. Mr. Northlich has been 
with the Fiberglas Corp. since January, 
1942. Prior to his transfer to the com- 
pany’s general offices in Toledo early 
this year, he was a member of the staff 
of the company’s Washington, D. C., 
office where he contacted various gov- 





W. R. NORTHLICH 


ernment agencies on production plan- 
ning and allocation matters. 

Mr. Northlich joined the U. S. Gyp- 
sum Co. following his graduation from 
the University of Illinois in 1927. 
Other business affiliations included 
Celotex Corp. and one of the Weyer- 
haeuser companies. Before joining Fi- 
berglas he was associated with the 
Buchen Co., Chicago advertising 
agency, as an account executive. 
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Shirley Hatfield, left, and Mrs. Frankie McCoy Wellman, Co., Washington, D. C., says about LIFE: 
descendants of the famous feuding families, now fight on ‘It is my opinion that there are at least 100,000 
the same side in a bigger war. They are fellow workers people in Washington reading LIFE.’’ 

in a uniform factory in Huntington, W. Va. 

Because their picture ran in LIFE, millions of persons 
saw it. 







The chances are that what Mr. Rosensweig says about 
the number of people in Washington who read LIFE 
may very likely apply, in a proportionate. degree, to 
What has this to do with selling electrical products? your own community. For in all parts of the country, 
| Read what E. M. Rosensweig, of the Sun Radio LIFE has more readers every week than any other magazine. 
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When peace comes... 


it will be Grand 


When you think about the future, it’s a 
good idea to consider more than prod- 


ucts. For instance, you take it for grant- 
ed that the GRAND Gas Ranges to come 
after the war will be fine products, with 
the advanced, efficient features you 
naturally expect from GRAND. But we’re 
going much further . . . with practical 
sales helps and lively merchandising 
plans. And we’re planning a new sales 
training program, that will bring com- 
plete product information and selling 
instruction right to the people on your 
sales floor. 


Again there'll come a day when you'll 
be selling appliances in a buyer’s mar- 
ket instead of a seller’s market. GRAND 
will be ready for it! 


GAS RANGES 


GRAND HOME 





APPLIANCE COMPANY @ CLEVELAND, OHIO 





National Enameling and 
Stamping Co. 


Announcement has been made by 
Alfred J. Kieckhefer, president of the 
National Enameling and Stamping Co., 
that Jas. F. Howard and E. G. Gardner 
were appointed vice presidents of the 
company. 





JAS. F. HOWARD 


Mr. Howard has been employed by 
Nesco since 1926. He was elected 
secretary and treasurer by the board 
of directors in 1934, a position he will 
continue to fill in addition to his new 
responsibilities. 

Mr. Gardner joined the company 
January 1, 1939 as factory manager 
of the Milwaukee branch. He was 
appointed vice president in. charge of 





E. G. GARDNER 


manufacturing in the, company’s five 
factories on June 9, 1939, a position 
he will also continue to fill. 


Wisconsin Public Service Co. 


Changes in Wisconsin Publig Service 
Co. executive persofnel have been 
occasioned by the resignation of Allan 
C. Davey, sales manager, to accept a 


similar position with the Clark Water | 


Heater Division of the McGraw Elec- 
tric Co. Arnold G. Bur, assistant 
treasurer and Public Service division 
auditor at Green Bay since 1930 has 
been appointed sales manager to suc- 
ceed Mr. Davey. He will continue to 
live at Green Bay and will move the 
sales manager’s office there. 


New Position Created 


A new position, that of assistant 
sales manager, was created in the 
change and will be filled by Dale Rem- 
ington, at present advertising manager. 
He will continue to have his office at 
Green Bay and will add the new duties 
to those previously handled by his 
department. 


Henri, Hurst & McDonald 


The appointment of L. Martin 
Krautter as vice-president and account 
executive of Henri, Hurst & Mc- 
Donald, Inc. has just been announced. 

Mr. Krautter returns to Chicago 
from Cincinnati where he has been 
vice-president of Stockton, West, Burk- 





L. M. KRAUTTER 


hart, Inc. for the past two years, and 
before that advertising and sales pro- 
motion manager of The Crosley Corp. 


Fostoria Pressed Steel Corp. 


E. H. Robinson, until recently con- 
sulting engineer on illuminating prob- 





E. H. ROBINSON 


lems for General Electric at Nela Park, 
Cleveland, has just been appointed 
Eastern sales manager of The Fostoria 
Pressed Steel Corp., Fostoria, Ohio. 
He will be responsible for the Fos- 
toria Industrial Service Centers at 
Cleveland, Buffalo, Boston, New 
Haven, New York, Philadelphia and 
Pittsburgh. 


Wilbur B, Driver Co. 


Wilbur B. Driver, president of the 
Wilbur B. Driver Co., has resigned 
that position to become chairman of 
the board of the company, according to 
a recent announcement. He is suc- 
ceeded in the presidency by his son, 
Robert O. Driver, a graduate of the 
Wharton School, University of Penn- 
sylvania, who has been with the com- 
pany for the past ten years. 


Other Officers 


Other officers of the company are 
William J. Wind, vice president in 
charge of production; Sidney A. Wood, 
vice president in charge of sales; and 
Karl R. Tallau, secretary and treas- 
urer. 
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ry RUE to its promise, PHILHARMONIC, the 

q outstanding high quality Radio-Phonograph, 
launches the first advertisement of a national cam- 
paign reaching more than twenty million people! 


Large space, principally full pages, will appear 
month after month in the country’s leading news- 
papers—the New York Times, Chicago Sun, Phila- 
delphia Inquirer, Boston Herald, Cleveland Plain 
Dealer, San Francisco Chronicle, Los Angeles 
Times and others of power and prestige. 


But PHILHARMONIC’s advertising has more 
than power... for you... for’your business. It has 
a completely original appeal, never before used in 
radio—distinctive as the PHILHARMONIC itself. 
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PHILHARMONIC’s franchised dealers will also 
have: Elaborate promotional material. A product 
of incomparable reputation. Superb cabinets de- 
signed by Morris Sanders, noted architect . . . 
With such forces working for you, a highly profit- 
able business among the most influential patrons 
in your community is assured. 


‘ 


You will be visited shortly by a PHILHARMONIC 
representative to discuss our postwar plans and ex- 
clusive franchise distribution. Inquiries are solicited 
from those who would like preliminary information. 


PHILHARMONIC RADIO CORPORATION 
522 EAST SEVENTY-SECOND STREET, NEW YORK 


The Sheraton, exquisite example of cabinet art . . . houses 





the PHILHARMONIC Turn-Over Radio- Phonograph. 


We) 
© 
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NATIONAL ADVERTISING 
STARTS JULY! 





10 the most discriminating ars in New York ; 


2} ] 
Therm ont 2 


RADIO AND PHONOGRAPH 








The Sheraton, exquisite example of cabinet art... houses 
the PHILHARMONIC Turn-Over Radio- Phonograph. 


* 
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~« RADIO AND PHONOGRAPH 
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THIS BOOKLET WILL SHOW YOU 
WHO HAS THE 


BEST STOKER DEAL 





1. The Winkler Basic Business Set-up starts 
you off right with the proper physical equip- 
ment for selling. 


2. You and your organization are carefully 
trained in Winkler Retail Selling Processes 
which are consistently successful in closing 
the sale. 





Here’s a booklet of vital interest to every distributor looking for a line with 
exceptional sales possibilities! It will tell you why Winkler Stokers offer the 
soundest kind of money-making deal to profit-minded men. 
Sales records show Winkler Stokers zooming from scratch to a leading posi- 
tian in only a few short years. This phenomenal rise is due to two things... 
(1) A superior product . . . (2) Proper distributor training in how to sell 
that product profitably! 
Winkler has spared neither time, effort nor money to develop selling methods 
as outstanding as the Winkler Stoker itself. The booklet illustrated above 
describes one of the basic features of Winkler merchandising . . . the Winkler 
Two-for-One Advertising Bonus Plan, which gives you twice as much local 
advertising as you could normally have! 
You don’t have to wait until the war’s end to tap the pent-up demand for 
stokers. Right now, Winkler Stokers are being sold in large numbers to apart- 
ment houses, commercial buildings and industrial plants. Winkler merchandis- 
ers today are taking full advantage of a most excellent business opportunity } 
and are developing an enviable post war 
business position. , 
Write teday— Winkler Franchises are still open. 
















THE ONLY 
STOKER 
WITH FULLY 
AUTOMATIC 
TRANSMISSION 





This exclusive 
transmission 
develops extra 
power; crushes 
obstructions which ordi- 
narily mean a service call. 


VINKLER 


ta fully automatic STOKERS 


- S. MACHINE CORPORATION - 















LEBANON, INDIANA 
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POST-WAR PRODUCT PLANS 





Seeger Enters 
Home Freezer Field 


Walter G. Seeger, president of the 
Seeger Refrigerator Co. of Saint Paul, 
Minn. announced recently that their 
company will offer to the consumer 
field a modern streamlined “freezing 
cabinet” for postwar use, in addition 
to their line of commercial refrigera- 
tors. 

Seeger has been manufacturing 
refrigerating cabinets for home and 





Seeger 6 cu. ft. home freezer unit with 
three pull-out drawers—2 for freezing 
and storing, the other for storage only. 


commerical use for almost _half-a- 
century. 


Mr. Seeger said: 


“We have made an extensive study 
and survey as to the type of “freezing 
cabinet” the housewife will want and 
need following the war. From these 
studies our engineers have designed a 
cabinet for home and farm use that 
will have the greatest functional value. 

Experience shows that the most 
popular demand is for the six cu. ft. 
cabinet. 

One of the most convenient features 
of the Seeger cabinet will be three pull- 
out drawers, two for freezing and stor- 
ing foods and one for storage only. 
Several other models will-also be avail- 
able. 

An extensive advertising and mer- 
chandising plan will be started this 
summer to acquaint the public and 
dealers with the advanced features of 
the Seeger “freezing cabinets”. 


Sanitary Refrigerator 
Has Farm Freezer 
The Sanitary Refrigerator Co., 


Fond du Lac, Wis., for many years a 
pioneer in the development of farm 


locker plants, announces a new 15-cu. 
t. “Quicfrez” designed for the average 
farm family. 

The new model, No. 1544, is attrac- 
tively styled in modern design. In- 
terior freezer plate arrangement pro- 





"Quicfrez" farm locker plant with 2.5 
cu. ft. separate freezing compartment 


JULY, 


vides a separate compartment for 
freezing. The separate freezing com- 
partment (which is also used for stor- 
age) has a capacity of 2.5 cu. ft., 
while the five separate frozen storage 
compartments provide 12.5 cu. ft of 
frozen storage, affording a total capac- 
ity of up to 750 lbs. of food. 

The new model is ready for produc- 
tion and will be available in any quan- 
tity when present restrictions are 
removed. 


Admiral's Post-War Refrigerator 


A completely new development in 
refrigeration by Admiral will be made 
available postwar, according to L. H. 
D. Baker, vice president in charge of 
major appliances for Admiral Corp., 
Chicago. This development was pion- 
eered by Stewart-Warner and was 
acquired by Admiral Corp. in the early 
part of this year. 

Admiral, postwar, will offer a re- 
frigerator with a built-in freezer, Mr. 
Baker said. This freezer will have 
room to store two bushels of frozen 
foods and will maintain a temperature 
of 22 deg. to 32 deg. below freezing. 
The freezer is a separate, spacious 











Admiral's “ 
no defrosting, no covered dishes—stores 
2 bushels frozen food. 


refrigerator of tomorrow’ — 


compartment which will permit the 
user to keep food for months ... 
freezing their own foods at home .. . 
keeping frozen foods fresh. 

In the new postwar Admiral re- 
frigerator, there will be a large, puri- 
fied moist cold compartment for the 
storing of regular foods. With this 
new development, there will be no 
frost-covered evaporator. By building 
the cold-producing coils over a large 
flat area, Admiral engineers found that 
it was possible to maintain a high 
degree of humidity creating a condition 
of gentle moving, moist cold air that 
has the freshening effect of cold dew 
on foods. 


International Harvester 
To Make Package Freezers 


The International Harvester Co. of 
Chicago expects to come out with a 
post-war line of refrigeration equip- 
ment for farms that will consist almost 
entirely of package units. The corpo- 
ration was building walk-in refrigera- 
tion rooms prior to the war and has 
continued making milk coolers all 
during hostilities. Spokesmen for the 
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Generations of babies, yet unborn, were to benefit from the great discoveries which Pasteur’s reading led to, 


The year is 1842 
- ++ The man is a 
shy, quiet, unknown 
young student at the Sorbonne—by 
name Louis Pasteur. 

He spends most of his leisure hours 
in the library. He pores tirelessly over 
books of science and lives of great men. 
One day he comes upon a single pas- 
sage ...a few words ina book which 
posed a question that tormented him 
forever after. 


What is it that causes plagues, fevers, 
pestilence? Why do men fall sick and die? 


Suddenly young Pasteur felt a burn- 
ing desire to find the key to this puzzle 
which, through all the centuries of 
human history, no man had solved. 

He set off on the quest which led to 
one startling discovery after another... 
and in the end found the answer. 

Louis Pasteur was the first to detect 
the nature of germs—the first to trace 
the role of microbes in sowing sick- 
ness and death among mankind. 

He was a pioneer in vaccines. He 
perfected the sterilization process used 
today in the pasteurization of milk, and 
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so, played a profound part in reducing 
infant mortality. Because, long ago, 
Louis Pasteur loved books, millions 
of babies are safe today! 


y v Yr 
As a student, Pasteur never lost his belief 
in the value of reading. As a teacher, he 


strove to make scientific problems inter- - 


esting in words that were few and simple. 

So, too, The American W eekly, has sought 
ways to make all subjects—history, science, 
religion, or human relations—simple, vivid 
and understandable for all. 

Because it has succeeded—because it 
appeals to so many—this great magazine 
now goes each week into more than 
7,750,000 homes through twenty great 
Sunday newspapers, where its fascinating 
pages stimulate and expand the priceless 
habit of reading in old and young. 


THE 


an the World 


What he READ he never forgot... 
a} so babies are safe today! 


In words and pictures that stir the deep- 
est springs of human thought and emotion 
-..in terms NOT of fiction but of actual 
people .. . it tells its fascinating tales ot 
love and romance, of mystery and adven- 
ture. Its stories are true—living, breathing, 
human documents—they grip the *magin- 
ation of millions every week. 


Often it has been the first publication of 
large circulation to bring before the people 
the great hope-giving discoveries of medi- 
cine and science. 

Who can measure the impact of such a 
magazine ... exerted week after week ... 
upon so large a segment of the American 
population? 

The manufacturer who presents his 
products or his company to this enormous 
reading audience is using the greatest 
force known in advertising. 


ERICAN 
WEEKLY 


**The Nation’s Reading Habit” 
MAIN OFFICE: 959 EIGHTH AVENUE, NEW York 19, N.Y. 
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What’s EMBROIDERY got to do 
with making RADIOS? 





Both fine needlework and the delicate tasks 
of assembling quality electronic fighting 
equipment are natural for the supple hands 
of women, who compose 75 per cent of 
Detrola Radio workers. After Victory their 
skill and trained fingers will build highest 
quality radio and television for the Amer- 


ican home. Speed Victory—Buy War Bonds. 


DETROLA RADIO 


DIVISION OF INTERNATIONAL DETROLA CORPORATION » BEARD AT CHATFIELD, DETROIT §, MICH. ~ 
5 GC. RUSSELL FELDMANN PRESIDENT 
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organization say that it has a logical 
background for production of low tem- 
perature storage equipment. Farm 
freezers of both the chest type and 
the reach-in type for low temperature 
freezing of food are being developed, 
powered with semi-hermetic units. 
Motor truck refrigeration units will 
also be produced. 

The immersion type milk cooler was 
introduced by International Harvester 
in 1934, and a beverage cooler brought 
out in 1939, as well as a water cooler. 
In 1940 the firm put on the market 
its first waik-in and reach-in coolers, 
and also two temperature coolers. The 
two-temperature reach-in cooler sold 
for about $450 in 1941, and was said 
to have an operating cost of approxi- 
mately $3 a month. 

International Harvester has 8,500 
dealers, who buy approximately $100 
million worth of repair parts per year. 
About 5,000 of these dealers employ 
anywhere from two to 15 service men, 
it long ago having become an adage 
of farm selling organizations that you 
have to provide service when you sold 
farmers. - Service schools are held 
regularly, and the corporation believes 
that it will be able to school its pres- 
ent farm equipment repair men into 
making satisfactory refrigeration serv- 
ice men. A large number of them, it 
is said, are servicing refrigerators 
now. 


McFadden Ad Campaign 
Aimed At Wage-Earners 


Under the slogan “War bonds today 
are job bonds tomorrow”, Macfadden 
Publications recently launched the 
most extensive advertising campaign in 
its 25-year historyy The advertise- 
ments are addressed directly to wage 
earner families and are mainly reprints 
of editorials appearing in the eight 
Macfadden magazines. 

“We are out to sell bonds to wage 
earners”, says Harold A. Wise, vice 
president and advertising director of 
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Macfadden, “because reserve spending 
power in their hands is the best route 
to post-war prosperity. Good business, 
with jobs and opportunities depends 
upon orders from busy Main Streets. 
Busy Main Streets depend upon pur- 
chasing power among wage earners 
because wage earners are half our total 
markets — two-thirds our urban 
markets. Wage earner families today 
own the biggest share in a backlog of 
purchasing power estimated to ap- 
proach $150,000,000,000. Our aim is 
to do our part in increasing that back- 
log and in making sure that those 
bonds stay bought.” 
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“The only thing in the U.S. A. 
all women well agree upon...” 


Tus EXTRAVAGANT and somewhat facetious state- 
ment was made to us recently by a dealer. 

He was talking, as you’ve probably guessed, about 
the Good Housekeeping Guaranty Seal. 

We don’t hold with his ideas about women, but it 


certainly seems to be true that, whatever else they 
may differ on, they are pretty generally of one mind 
about this: The Good Housekeeping Seal is evidence 
of reliability, assurance of merit! And we shall do our 
best to keep it so. To that end— 











— 





4 


we give this seal to no one. 
The product that has it, earns it. 


R 
Cane OR A REFUND o> 


* Guaranteed by @ 
Good Housekeeping 


No; IF DEFECTIVE OR we 
245 aovennisen THOS 
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Worcester Branch 


The Warren Telechron Co., Ashland, 
Mass., manufacturers of electric 
clocks, will open a branch factory in 
Worcester, Mass., for the manufacture 
of electric alarm clocks (under W.P.B. 
regulations) and war products, ac- 
cording to Roy W. Johnson, general 
| sales manager. 


| Telechron To Open 


| Farmers Reveal 
_ Buying Intentions 
| 


The Progressive Farmer's 1944 sur- 
vey of intentions to buy various types 
of equipment used on a farm revealed 
an increase of 240% in intentions to buy 
electric washing machines as compared 
to 1939. Shortage of household help 


on Southern farms naturally has a lot 
A dd these three to do with this interest in washing ma- NEW HONOR FOR ZENITH —J. J. 
chines on the part of the farm women. Nance, left, vice-president and manager 
Increase in electric high-line connec- of sales for Zenith Radio Corp., accepts 








to your list of selling advantages for after-the- tions is also an important factor. Out bronze plaque signifying the first annual 
; & Sea : - 
war customer contacts on the Conlon Ironer: of the 968 subscribers who responded Distinguished Service Award of the Chi- 
. to the questionnaire, 522 already have ago Sales Executives Club from Ray S. 
l. The Rust-Proof, ae tay Shoe, = electric current, and 182 expect to have e+ ae vice Dye ee lage eo 
inches long, is unconditionally guarantee it soon. urlitzer Co., and chairman of the Club's 
against scratching or rusting. It is so heavily Following is a summary of electrical award committee. Zenith's Hearing Aid 
Chrome Plated that no hard usage or the damp- purchase intentions of the 968 subscrib- _ Division was selected for the award on 
st basement laundry room will ever mar its ers who answered the questionnaire: the basis of outstanding achievements 
por Bee ? ; during the past year in sales, sales pro- 
efficiency. - sai ae motion and distribution. 
a ™ . er : will buy a 
2. The Non-Sag Roll maintains perfect — Seetie tiie. 251 25.9 
ment of roll an shoe, always. Supported by Electric washing machine. 312 32.2 ‘ 
the cantilever principle of suspension, it’s Glocivis venge .....-..-. 129 #133 New Price Method On 
strong enough to support a 300 lb. man sit- Semen eeller .....<.. 319 33. ! 
ting at the end of it. ES eae i49 154 Used Small Motors 
‘ - OP inn cveanwes 107 i. Se ee 
3. Every Conlon Ironer is backed by our 15 oe = WED at a pn 247 A new formula for pricing recon- 


year Rebuild Policy and Guarantee. It is your 3.5  ditioned fractional-horsepower elec- 


Portable heater ......... 34 


: nd your customer’s assurance of - tric motors was announced recently by 
pane tes . . “ts : b s Electric heater ......... 24 25 the Office of Price Administration, to 
practically lifetime service. Remember, every Stine sham .......... 88 OY. oem aiies Gon Oh 
Conlon Ironer ever made is still ironing. Home freezer unit....... 719 8.2 The ta mateo, Cal alien 

Ironing machine ........ 30 3.1 tially increases ceiling prices for these 
Milk cooler ...........- 16 1.7 motors, is designed to bring into the 


The following electric items, not listed market as many such motors as pos- 


The Ironer with on the questionnaire, were written in by sible. Heretofore, low ceilings worked 








the 30-inch Roll those who answered the questionnaire: against extensive rebuilding of frac- 
MN. Sadssecereoneanen 22 2.2 ‘tional horsepower motors. 
Vacuum cleaner ........ 7 0.7 The new formula provides for cal- 
Furnace or home heater culating the retail price of motors of 2 
gene = ears 5 0.5 hp. or less as follows: 75 percent of 
Hot water heater (elec- the list price of the nearest equivalent 
REE Sasa bednieae che 4 0.4 new motor, plus $7, minus a stipulated 
MEE . cucncawsecasextes 3 0.3 allowance for any used motor turned 
| RRR ee a 3 0.3 in. Trade-in allowances are $1 for 
SS EI 2 0.2 motors of 3 hp. or less, $2 for motors 
The electric dishwasher, light plant, of 4 to 2 hp. and $3 for motors of 
heating pad, hotplate, electric portable 7 to 4 hp. 
even were mentioned once. Ceiling for rebuilt fractional horse- 
power motors at other than the retail 
List Projected level are set at 85 percent of the ceil- 


ing price determined in accordance with 
To supplement the above, The Pro- the foregoing formula. 

gressive Farmer has worked out a Previously, ceiling prices were set 
projection to show the number of at 85 percent of the ceiling for a com- 
items that would be purchased by their parable new motor. Under this pro- 
total subscribers, if all other subscrib- vision, few used motors were rebuilt, 
ers purchased in the same ratio. They and when war programs, particularly 
have also compared the 1944 intentions aircraft, developed demands for all 
with the 1939 intentions as were re- fractional hp. motors, need for pricing 
vealed in an earlier survey. The pro-_ relief which would get used motors 











jection is as follows: back into service became apparent. 
1939 Rank 1944 % of 
Item Survey 1939 Survey 1939 
Electric washing machine............. 91,313 3 313,820 343.7 
Electric refrigerator ............. «-- 129,618 | 252,421 194.7 
SN. 5 Wis Such ice vine >’ scunshuie 86,178 4 240,725 286.3 
mr 83,570 5 150,088 179.6 
Electric cook stove........cccccoes >. 41,378 7 129,621 313.3 
r yr wy I GN a casnnnccwtoemannee <> Seen 6 88,688 155.0 
‘CONLON CORPORATION Electric ironing machine.............. 8,942 9 30,213 337.9 
y= 9th ee pn = Milk cooler 8,661 10 16,568 191.3 
CONEON QUALITY IRONERS AND WASHERS *Does not include battery radios which number 108,180 for 1944 
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Do ads like these help 
Timken Dealers? 


A marine in the South Pacific writes, “I like 
your Victory Home. I want to build a home like 
it after the war. Put my reservation in now for 
Timken heating equipment.” 

A garden club cast a vote of thanks for 
Cameron Clark’s timely suggestion of a garden- 
hobby room. 


The nation’s leading financial houses, banks, 





J. mortgage companies, have expressed keen in- 
ger terest in the progress of this program. Many 
sae have requested literature to send out to their 
“hl customers. Several have installed lobby displays 
Ss featuring Timken Silent Automatic homes and 
aIph heating equipment. 
ub's More than 49,000 people sent in for a free 
Aid booklet containing a description of the Suburban 
| on Home shown at upper left—proof in itself that 
oats this type of advertising stimulates thinking, 
antl recreates interest in new homes! 

Of course we do not attempt to furnish plans 
oamet and specifications. To those whq request- them, 
we advise, “see a local architect or builder for 
plans and specifications to meet your individual 
requirements. Consult a Timken Silent Automatic 
dealer for better heating at lower total costs.” 
oe Thus, your business, as a Timken Silent Auto- 
oa matic dealer, is tied right in with one of the 
$4 most effective advertising programs currently 
; appearing in the national magazines and news- 
tan- papers. More than 200,000 letters, personal calls 
hese and coupons have come to us in the last several 
) the months as a result of the forceful, far-sighted 
pos- messages carried in Timken Silent Automatic 
a advertising. No other manufacturer in the heat- 
ing industry can produce such evidence of success. 
cal- But this is not all! Timken is laying the ground- 
of 2 work now so that the Timken franchise in the 
at of postwar era will be more profitable than ever. 
= Sales techniques are being studied and im- 
esl proved, new sales promotion, ideas are being 
| for developed and perfected. Plans are already under 
otors way to give greater factory co-operation in the 
rs of field, and shortly after Victory, we'll be ready 
with new and improved heating and air condi- 
oe tioning equipment and other new products for 
= the home market. 
. with Now, if you are not a Timken dealer and 
want to turn to Timken for more profits, we 
e set suggest you correspond with us at an early date. 
com- 
, pro- 
built, 
ularly 
r all : sa : A as ete 
ricing Ths Ge See : ‘ Meocmtaes + 
nt. com Me eS etree } lic : 
Piet ¥ Sit ant Lote 
% of . ta —— == 

1939 ort aS 
343.7 “ ee Quality Home Appliances— 

194.7 for Comfort, Convenience and Economy 
286.3 Division of THE TIMKEN-DETROIT AXLE CO., Detroit 32, Michigan 
179.6 

313.3 

155.0 

337.9 

191.3 
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AUTOMATICALLY 
WONDERFUL” 


TITTTTRITITE: 
rae ST TT 
Py \ 


“. . . Sort of automatically wonderful” is the way an officer 
of the Army Air Forces describes American pilots. “‘Just 
through their way of life, they get something that makes 
them superior fighters.” 


These “automatically wonderful” pilots deserve, and are 
receiving, the fullest possible support from the manufac- 
turers who build their equipment. Here at Delco Products, we 
are devoting our full energies and facilities to manufacturing 
dependable motors for aircraft ‘booster pumps, transfer 
pumps, machine gun turrets, windshield wipers and pre- 
cision instrument components. 


Electrical equipment dealers are performing an important 
home-front service by keeping the motors on oil burners, 
refrigerators, washers and other appliances serviced and 
repaired. Their work aids the war effort, for millions of 
appliances play an important part in safeguarding health, 
preserving food, saving time and generally keeping “things 
back home” functioning smoothly. 


When Victory announces the end of your war job, and ours, 
dependable Delco motors will again roll off our assembly 
lines to power various household appliances. And again, as 
in past years, “Delco-equipped” will mean “easier to sell.” 
Delco Products Division, General Motors Corporation, Day- 
ton, Ohio. 


Buy More Bonds — 
Double What You Did Before 


DELCO MOTORS 


DELCO PRODUCTS pivision or GENERAL MOTORS 
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ARMY-NAVY "E" FOR EMERSON—Army and Navy officers present "E" Flag to 
employees of Emerson Radio & Phonograph Corp. Shown here, left to right: Maj. 





Gen. William H. Harrison, Col. R. C. Barrett, both of the U. S. Army; Gen. Sir Walter 
Venning of the British Army; Benjamin Abrams, president of Emerson; Col. C, R. H. 
Firth, British Army; Comdr. P. K. Leberman and Comdr. S. J. Singer, both the latter 


of the U. S. Navy. 








New Adequate Wiring 
Consumer Help Program 


An expanded program of consumer 
education on the practical aspects of 
electrical operation in the post-war 
home, has been announced by Herbert 
Metz, chairman of the Executive Com- 
mittee of the National Adequate Wir- 
ing Bureau. The program is to paral- 
lel the Bureau’s recently announced 
activity, directed to the building indus- 
try. 

“A rising tide of public interest in 
post-war home planning has created 
an urgent need for simple, down-to- 
earth educational material which will 
meet the requirements of electrical 
industry personnel, now being called 
upon to answer consumers’ questions”, 
said Mr. Metz. “The rapid growth of 
Home Planners’ Institutes, sponsored 
by home financing agencies and trade 
associations within the home construc- 


Front cover of the 16-page, two color 
Booklet just announced by the National 
Adequate Wiring Bureau as an item 
in its expanded consumer education pro- 
gram. 





tion industry, is putting a demand upon 
the educational facilities of electrical 
utilities, electrical leagues and the like, 
and the Bureau’s new educational pro- 
gram is designed to help the electrical 
industry meet this demand.” 


~ Two New Helps 


A new set of lecture charts, for use 
from the platform, and-a 16-page book- 
let, both entitled “Electrical Guide to 
Your Post-War Homes” form the 
nucleus of the Bureau’s suggested 
program. ‘ 

The charts and the booklet introduce 
electric service as the element upon 
which a house must denend if it is to 
function as a home. They show that 
any home, in any size or price bracket, 
depends either wholly or partially on 
electricity for eight necessary func- 
tions. These are: illumination; clean- 
ing and sanitation; meal preparation 
and food storage; heating, ventilating 
and air conditioning; entertaining and 
hospitality; education, recreation and 
hobbies; health protection and per- 
sonal care; utility, safety and protec- 
tion. . The charts and the booklet 
point out that even the smallest wired 
home uses at least one piece of electric 
equipment in each of these classifica- 
tions. 

Complete information regarding con- 
sumer programs now under way can be 
obtained from the National Adequate 
Wiring Bureau, 155 East 44th Street, 
New York 17, N. Y. 


Lillis Joins 


Ad Agency 


To take care of its expanding pro- 
gram in household appliances, automo- 
tive and allied fields, Brooke, Smith, 
French & Dorrance, Inc., Detroit and 
New York agency, has added Capt. 
James E. Lillis to its creative staff. 

Lillis comes to BSF&D after 18 
years of household appliance and auto- 
motive experience. He was for a num- 
ber of years active in the sales and 
advertising of Philco radio and tele- 
vision products and previously was con- 
nected with the merchandising pro- 
gram of United Motors Service. 
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Predicts Electronic 
Home Heat Controls 


Electronic controls so sensitive they 
react to the heat of a person’s hand 
will eliminate, in the not too distant 
future, the cold floors and drafts preva- 
lent in the majority of homes today. 
John E. Haines, chairman of the post- 
war planning committee, Minneapolis- 
Honeywell Regulator Co., stated in a 
talk recently before-the American So- 
ciety of Heating and Ventilating Engi- 
neers. 

Minneapolis - Honeywell has been 
conducting research in the electronics 
field for some time, he pointed out, 
in connection with its development of 
the electronic automatic pilot and 
turbo-supercharger control now used 
on heavy bombers. 

Electronic controls, the Honeywell 
official continued, will be valuable in 
connection with the air-conditioning 
and heating of both homes and indus- 
trial plants since they react to minute 
temperature variations. The use of 
electronics, combined with present-day 
temperature control equipment, will 
mean greater comfort—as well as con- 
venience and safety—for the home and 
the factory. 

“While electronic control equipment 
today would cost nearly twice as much 
as equivalent electric or pneumatic 
equipment, the cost is being constantly 
reduced. In the near future, the speaker 
said, “any additional cost—if it exists 
—will be more than offset by the im- 
proved results which will be obtained. 

“Tn addition, it appears that the elec- 
tronic temperature control system of 
the future will be considerably less 
complicated than the modern radio. 


Silex Launches Big 
Advertising Drive 


One of the most comprehensive ad- 
vertising campaigns in the history of 
the glass coffee maker industry is now 
being released by the Silex Company. 

The campaign, starting in June, is 
scheduled to run right through the 
year and will be directed to coffee 
drinkers in all sections of the United 
States. The series of advertisements 
is to appear frequently and persistently 
in fifteen of America’s leading publi- 
cations, including: Life, Saturday Even- 
ing Post, Good Housekeeping, Ameri- 
can Home’. andj McCall’s. ,Also the 
leading national. farm magazines, such 
as Farm Journal and Country. Gentle- 
man. 

The ads will reach a record audience 
—more than 37. million readers—and 
will create a grand tofal of 166,353,895 
impressions by the end of the year. 


e 


Graybar Electric Co., Inc. 


Effective June Ist, Walter P. Hoag- 
land, Graybar vice-president and Cen- 
tral district manager with headquar- 
ters in Chicago retired from the 
company after 44 years of service. 

He was succeeded by George J. 
Cossmann, formerly assistant Central 
district manager who will take over 
his predecessor’s duties as Central dis- 
trict manager which include super- 
vision of the Chicago main house and 
seven branch houses in Indianapolis, 
Grand Rapids, Milwaukee, Davenport, 
Hammond, Peoria and Des Moines. 

Also on June Ist, W. E. Guy be- 
came district commercial manager at 
Chicago, succeeding J. H. Gleason. 
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THEY SHOP WHERE THEY CAN PARK—Choice of the place to do business is often 
determined by the hole where one can put a car. H. N. Light of South Bend, attracts 
customers by marking off a vacant lot and calling attention to how handy it is. A few 
railroad ties, gas pipes and lime was all the investment necessary. 





Plastics Developments 
Revealed by Westinghouse 


A tough new moisture-proof plastic, 
which seals radar and radio parts 
against harmful moisture, was _ re- 
cently given its first public showing in 
New York City in a demonstration of 
four of the latest war-speeded develop- 
ments in the field of synthetic mate- 





WATER-TIGHT PLASTIC—The light 
shown here will continue to glow brightly 
even though the electrical transformer 
to which it is attached is submerged in 
water for as long as six months. The 
transformer has been given a water- 
tight "skin" made of a tough new plas- 
tic, called Fosterite, which seals radio 
and radar parts of vital war communi- 
cations equipment against harmful mois- 
ture. 


rials. The new plastic, called Foster- 
ite, was developed by the Westing- 
house Research Laboratories, 

Plastics experts of the company’s 
research and engineering staff also 
demonstrated three other recent devel- 
opments in the synthetics field; a 
unique method, called preforming, of 
fashioning plastics into complex shapes 
of great strength; another technique 
that enables engineers to “stretch” hot 
plastic material into intricate forms in 
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much the same way that metal is 


formed; and a synthetic shellac that, 
although developed as a war substi- 
tute, has proved superior to the 
natural product and has the strength of 
steel. 

“These plastics and others born of 
war research will have a variety of 
important and striking uses when 
peace comes,” declared Dr. J. A. 
Hutcheson, associate director of the 
Westinghouse Laboratories. 


Moisture-Proof Plastic 


The new  moisture-proof plastic, 
called Fosterite, will greatly lengthen 
the life of radio and other communica- 
tions equipment used by Allied armies, 
said Dr. C. F. Hill, manager of the 
Insulation Department of the Westing- 
house Research Laboratories. The 
plastic was named for Newton C. 
Foster, 29-year-old Westinghouse 
chemist, who developed it after several 
years of intensive research. 

“In tropical climates where the 
humidity of the air is high,” Dr. Hill 
explained, “moisture seeping into elec- 
trical equipment often caused short- 
circuiting and breakdowns in service. 
Even replacement parts were some- 
times made useless by moisture ab- 
sorbed from the air.” 

Various protective methods were 
tried without success, Dr. Hill re- 
ported. The usual varnishes or lac- 
quers coated on electrical transformers 
do not seal, but leave cracks or open- 
ings, allowing the moist air to seep into 
vital coils and windings. Under alter- 
nate exposure to very high and very 
low temperatures, the effect is accel- 
erated, causing more openings. 


Flows Like Water 


“Fosterite is proving to be the ans- 
wer to many of these problems,” Dr. 
Hill declared. “First, because the 
impregnant is almost as fluid as water, 
it fills completely every tiny space in 
electrical windings and coils. Second, 
a special-coating form of the material 
can be applied to the apparatus, leav- 
ing no air gaps through which mois- 
ture could seep. This happens because 


Fosterite, unlike varnish, requires no 


liquid solvent which would evaporate 
during the heating: process and cause 
tiny cracks to appear.” 

To demonstrate the plastic’s water- 
proof qualities, the Westinghouse 
scientist submerged a Fosterite con- 
trol transformer completely in a jar 
of water. An electric light bulb at- 
tached to the transformer continued to 
glow brightly. 

“A transformer coated with ordinary 
materials would last only a few minutes 
under such conditions,” Dr. Hill de- 
clared. “But Fosterite-coated trans- 
formers can stay under water for 
weeks or even months and still give 
satisfactory performance.” 


Plastic Supplies Missing Link 


Successful development of a “miss- 
ing link” in the family of plastics—a 
tough high-strength material easily 
formed into complex shapes—was an- 
nounced by Dr. A. Allen Bates, man- 
ager of the Chemical and Metallurgical 
Department of the Westinghouse Re- 
search Laboratories. 

“Heretofore, plastics have been 
roughly divided into two classes,” Dr. 
Bates declared, “those that could be 
molded into shapes easily but had little 
strength and those with great strength 
but little moldability. This new plastic 
has both strength and formability to a 
degree never before achieved in a 
single plastic material.” 

Called “preformed plastic” because it 
is shaped roughly like its finished form 
before it is finally molded by heat and 
pressure, the new material weighs only 
a third to a half as much as the alumi- 
num alloys used in airplane construc- 
tion, Dr. Bates said. It is so strong 
that a one-inch square bar can stand a 
pull of 16,000 pounds, equivalent to the 
tensile strength of structural steel. 


Plastics Fashioned Like Metals 


Another war-born technique for 
“stretching” hot plastic material into 
complicated shapes was described by 
Eugene R. Perry, manager of the 
Westinghouse Micarta Department. 

“We are now able to take flat sheets 
of plastic material. and after rapidly 
heating them until they grow soft, 
form them into intricate shapes never 
before possible with laminated plas- 
tics,” Dr. Perry said. “This plastic, 
called Micarta 444, is now being widely 
used in the aircraft industry for wing- 
gun ammunition feeds, bomb racks, 
fuselage tail-wheel housings and avia- 
tors’ chart cases.” 


Synthetic Shellac 


Development of a new synthetic 
resin to replace shellac in many im- 
portant applications was revealed by 
Dr. C. F. Hill, manager of the Insu- 
lation Dept. of the Westinghouse Re- 
search Laboratories. 

“At the beginning of the war,” Dr. 
Hill reported, “we found ourselves 
faced with the prospect of losing our 
supply of shellac, a highly essential 
material for electrical insulation, which 
was obtained largely from the Orient. 
Our chemists, in search of a substitute, 
took the shellac molecule apart, ana- 
lyzed it and came up with an entirely 
new synthetic product.” 

Natural shellac, the scientist pointed 
out, is made by small insects from the 
sap of several kinds of trees and con- 
sequently contains many impurities. 
The new synthetic product eliminates 
these impurities. 
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YOUR NEW 
REGINA ELECTRIC 
FLOOR 
POLISHERS 


( 


As part of the Regina Postwar Floor Polisher 
Rental Plan announced recently, we offered interested deal- 
ers and distributors an opportunity to sign up now for pre- 
ferred delivery of the first Reginas produced. We didn’t ask 
for orders—just reservations to be confirmed later, when 
peace-time production is resumed. W. E. Aubuchon Co., 
Fitchburg, Mass. rushed in a reservation blank to take first 
place in line. Another company put its name in for preferred 
delivery on 144 Reginas. Score of others think Regina’s plan 
makes sense—their reservations pile in every time the mail- 


man comes around, 


Arou about you 7 If you want to know how to get the 
most out of a floor polisher rental service—if you want to know 
how to set up this extra-money and extra-traffic making business— 
if you'd like early delivery of one or more Reginas (the electric 
floor polisher that’s light enough for even amateurs to use, yet 
sturdy enough to stand their abuse) —if you are postwar minded— 


well, mail in the coupon below! 


THE REGINA CORPORATION, Rahway, N. J. 


Please send me, without any obligation, a copy of the Regina Postwar Floor 


Polisher Rental Plan, including a preferred delivery reservation blank, 


Company 





Street No. 





City 





Signed by_ 





(Under certain circumstances we can deliver the Regina Electric Floor 


Polisher now. Refer to WPB order L222 for purchase requirements.) 


HINA 


THE ELECTRIC FLOOR POLISHER 
FOR HOMES - OFFICES - STORES 
SMALL PLANTS 


ORIGINAL AWARD 
August 3, 1942 


THIRD AWARD 
November 13, 1943 


SECOND AWARD 


FOURTH AWARD 
May 8, 1943 


June 10, 1944 


@ THE REGINA CORPORATION + RAHWAY,N. J. 


Fine Products for the Home since 1892 


REGINA ELECTRIC FLOOR POLISHER 
REGINA VACUUM CLEANER SMOOTHCUT CAN OPENER 
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OCCUPY LARGER QUARTERS—Due to an increase in the volume of business 
handled, A-| Master Electric Shop, Salt Lake City, has moved to larger quarters. 
The company does a general repair business and supplies electric service com- 


panies with repair parts for all makes of washers. 


Left to right: Jess S. Bigham, 


owner; A. C. Adams, service manager; Mrs. Thelma Swainston, office manager; 
Vivian Lloyd, washer repairman and Herb Davies, refrigerator repairman. 














Estate Will Use 
Specialty Distributors 


A new postwar distribution policy, 
which calls for selling exclusively 
through wholesale specialty distribu- 
tors, was announced recently by offic- 
ials of The Estate Stove Co., Hamil- 
ton, Ohio. 

Termed a “tooling up of its distribu- 
tion machinery for postwar selling” 
by Stanley C. Bernhardt, vice-presi- 
dent in charge of sales, this new dis- 
tribution policy is the result of many 
months of study, scores of interviews 
with many dealers and distributors, 
thorough analysis of production and 
distribution costs, and charting of 
every significant trend in the industry 
and in the national economy. 


Increased Production 


Important parts of the program, Mr. 
Bernhardt adds, are greatly increased 
production, so that the factory’s ex- 
panded facilities may be fully utilized, 
but with concentration on a small num- 
ber of models in each line. Leading 
appliance distributors throughout the 
country have been enthusiastic in tak- 
ing on the Estate line, Bernhardt said. 
“They know Estate’s past record of 
pioneering the important new develop- 
ments in design and features in both 
ranges and heaters. They know the 
advantage this gives Estate dealers. 
They are also familiar with the Estate 
reputation among consumers, the re- 
sult of building a fine product and ad- 
vertising and merchandising it aggres- 
sively over a long period of years.” 

Dealer reaction to the new selling 
set-up is expected to be universally 
favorable, according to Bernhardt. 
“Full dealer mark-ups will in no way 
be affected,”. Bernhardt explained, 
“and the closer merchandising co-oper- 
ation, the faster, more convenient serv- 
ice which a closeby distributor alone 
can offer will be welcome.” 

Regarding the postwar line, Bern- 
hardt explained that Estate dealers 
will continue to have the benefit of 
selling a “fuel-proof” line that includes 
ranges and heaters for all fuels, all 
sold under the same famous trade 
name. 
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It was also emphasized that as much 
a part of Estate plans as those on the 
blueprints are national advertising and 
merchandising programs on a greatly 
increased scale over those preceding 
Estate’s switch to war work pro- 
duction. 


Welton Joins Export Firm 


James F. Welton, formerly manager 
of the export division of Zenith Radio 
Corp., has joined the A. J. Alstorf 
Corp., 223 W. Jackson Blvd., Chicago, 
as vice president in charge of sales. 
The firm handles the export sales of 
Hansen scales, Van Dyke fluorescent 
lights, Barton washers, Mayflower 
electric refrigerators, Fresh’ndAire 
circulators, Duo-therm space heaters. 





NEW JOB FOR CLEANER—When ma- 
chine operators at the Apex Electrical 
Mfg. Co., Cleveland, found it difficult 
to make accurate measurements because 
of surplus chip dust in certain precision 
made aircraft parts, they drafted into 
service an Apex vacuum tank cleaner. 
Now the operator merely presses the 
button and presto—the chips, dust and 
dirt are "whisked away as if by magic”. 
The operators can measure the close 
tolerances required during precision 
manufacturing without chip interference. 
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For facts about current ownership of electrical appliances, brand preferences and potential purchasers in the Chicago territory, address C.S. Benham, megr., national advertising, 
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Chicago Tribune, Chicago II, Hl. 
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A Name You'll Want to 


Remember When the War 


is Won—.... 





Let’s Do All We Can to 
Help Win the War Now 
—-BUY MORE BONDS! 


McGRAW ELECTRIC COMPANY 
CLARK WATER HEATER DIVISION 
5201 W. 65th ST., CHICAGO 38 
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PHiLCO CELEBRATION—In recognition of their outstanding war production record, 
12,500 Philco employees and their families were recently honored at a huge mass 
meeting and special coast-to-coast broadcast of the Philco "Radio Hall of Fame” 
at Convention Hall, Philadelphia. Here two of the stars, Al Jolson (left) and Eddie 
Cantor (center) talk with Brigadier General A. A. Farmer, commanding officer, 
Philadelphia Signal Depot, and John Ballantyne, president, Philco Corporation, before 


the show. 





Milwaukee Journal Surveys 
Consumer Appliance Needs 


The Milwaukee Journal’s 21st annual survey of the buying habits of 
Greater Milwaukee just completed, covers a wide variety of subjects in 
addition to comparisons of products’ popularity. Information on electrical 


home equipment and post-war plan- 
ning of Greater Milwaukee families 
has been included in this 1944 Con- 
sumer Analysis. 


This year 17,250 questionnaires were 
mailed and 7,000, or 40.5 percent were 
returned. Replies to the questionnaires 
are analyzed, tabulated and totaled, and 
are then projected against the 226,066 
families in Greater Milwaukee. 

To provide a picture of future sales 
possibilities in Greater Milwaukee for 
important items of household equip- 
ment the following question was in- 
cluded in the 1944 questionnaire: 
“Which of the following appliances 
in your home need major repair or 
replacement?” with a list of appliances 
to be checked following. The wording 
of this question was selected with 
great care to avoid an exaggerated 
number of affirmative replies based on 
“wishful thinking.” It was believed 
that a question based on actual repair 
or replacement needs would provide a 
more accurate and sound basis for 
sales planning. 


Replacement Needs 


In response to the above question it 
was found that 27.5 percent, or 62,168 
Milwaukee homes have radios that are 
in need of major repair or replacement. 
Forty-four thousand vacuum cleaners, 
or those in 19.5 percent of the homes 
need repair or replacement; and wash- 
ing machines in 17.8 percent or more 
than 40,000 homes need repair. New 
cooking ranges are needed by 9.4 per- 
cent of the families—21,250 in all; and 
refrigerators need repair or replace- 
ment in 8 percent or 18,000 homes. 
Electric irons and toasters are in poor 
condition in 8.5 and 8.3 percent of the 
homes respectively; and electric roast- 
ers in 5,662 or 2.5 percent of Greater 
Milwaukee homes need fixing. 

To obtain an idea of post-war sales 
possibilities of quick freezing units a 
new question was asked in the 1944 
Analysis—“Which of the following 
new equipment do you think should be 
made available for keeping food fresh 
—small, quick freezing unit in electric 
refrigerator, or quick freezing cabinet 
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separate from regular refrigerator?” 
Families were asked to check either 
but not both, and the replies showed 
that 68.3 percent of 154,403 families 
want a quick freezing unit in the regu- 
lar refrigerator, while 31.7 percent, or 
71,663 families would like a quick 
freezer separate from their regular 
electric refrigerator. 

Another new question was included in 
this year’s analysis to determine which 
of three new labor saving devices for 
home laundry work would be most 
favored. It was found that 44.2 per- 
cent of all families would like to have 
a completely automatic washer, while 
35 percent favor a practical, easy-to- 
use ironer, and 23.6 percent would like 
an automatic clothes dryer. In terms 
of families this means that nearly 
100,000 would like a fully automatic 
washer, 80,000 a practical, easy-to-use 
ironer, and 53,000 an automatic clothes 
dryer. 

In answer to a question concerning 
the future use for War Bonds, 31.5 
percent indicated that they intended to 
buy or build a home with their War 
Bond money ; and 20.8 percent, or near- 
ly 50,000 families have in mind re- 
equipping their present home. 


Electrical Dealer 
Editor Dies 


John S. King, editor of Electrical 
Dealer for the last few years, died in 
Chicago June 4. He was born in 
Dudley, Mass., in 1892, and as a child 
was a remarkable student, entering 
Harvard University at 16. On grad- 
uation in 1913 he came to Chicago and 
worked for Swift & Company. World 
War I found him a lieutenant. He 
was later with Crane Co., plumbing 
manufacturers. Mr. King is survived 
by his wife and two 18 year old twin 
daughters, who live at 802 Foxdale, 
Winnetka, III. 

Willard Johansen, of Kansas City, 
until recently with Farm Implement- 
Tractor, succeeds Mr. King. Mr. 
Johansen was once with Electrical 
Dealer. 
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These advantages will 
help you sell more washers... 


* More efficient washing 

* Easier on clothes 

* More attractive modern design 

* Smooth, easily-cleaned surface 

* Cannot discolor clothes 

* Non-corrosive, heat-proof, acid-proof 
* Cannot fade or discolor 

* Durable, light-weight, easily handled 
* Available in colors 


* PIONEERED AND DEVELOPED BY 
ECLIPSE ENGINEERS 


Remember 


THIS PROVEN SALES FEATURE ON 
POST-WAR ELECTRIC HOME WASHERS... 


y ECLIPSE Plastic Agitators 





THOUSANDS of housewives have already proved 
the benefits of Eclipse Plastic A gitators on these 
famous washers: 


° APEX * BARTON * BEAM 
* BLACKSTONE * CONLON * EASY 

¢ FAULTLESS * MAYTAG * NORGE 
* SPEED QUEEN ° ZENITH 


Continuing research and.development at Eclipse 
has already produced great improvements in new 
Plastic Agitators. And enlarged production facil- 
ities enable Eclipse to meet the needs of the entire 
washer industry for better Agitators. 


For profits’ sake — be sure your new washer line 
features Eclipse Plastic Agitators. 


Eclipse MouLDED Propucts ComPANY 


5151 NORTH THIRTY-SECOND STREET ° 


PLASTIC PRODUCTS AND CUSTOM MOULDERS 
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MILWAUKEE 9, WISCONSIN 


FOR ALL 





INDUSTRY 
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Include sewing 
machines in your 
post-war plans! 


If you can sell any plug-in appliance, 

you can sell sewing machines. “Free” offers 
you the line (styled by America’s top designers) 
and the plan to back it up to help you get 
your share of the officially estimated 85 
million dollar backlog on sewing machines. 
Here is “big ticket” merchandise; a maintained 
price structure that gives you a sweet 

profit margin including generous trade-in and 
advertising allowances; plus territorial 
protection! The good areas are going fast. 
Write or wire for proposition today! 

Free Sewing Machine Co., 


Rockford, Illinois. 
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100,000th EUREKA MOTOR—The 100,- 
000th aircraft control motor just pro- 
duced by Eureka Vacuum Cleaner Co. 
at Detroit, Mich., is compared with the 
last mass-produced vacuum cleaner in- 
tegral-unit electric power plant made 
by the company early in 1942 when its 
entire manufacturing facilities were con- 
verted to war goods. George T. Stev- 
ens, vice president, left, holds the vac- 
uum cleaner unit power plant, and 
George H. Wilkins, product manager, 
is holding the company's 100,000th war 
motor. 





General Mills 
Appliance Plans 


Plans for entry of General Mills, 
Inc., world’s largest flour millers, into 
the electrical home appliance field, long 
rumored in the trade, were confirmed 
recently by Harry A. Bullis, president 
of the company. 

Mr. Bullis says plans provide for a 
line of volume-selling small appliances, 
as typified by coffee makers and home 
mixers. Blueprints show that these 
appliances will embrace new features 
of design and operation and will adhere 
to highest quality standards. They 
will be sold through conventional 
trade channels. 


Two Important Factors 


The plan to enter the electrical home 
appliance field, Mr. Bullis explains, has 
been influenced by two considerations: 

“First, is the fact that the company 
possesses inventive and mechanical 
skills of a high order,” Mr. Bullis said. 
“The Mechanical Division of General 
Mills has twice won the Army-Navy 
“E” for continuing production of sev- 
eral of the Navy’s most difficult ord- 
nance requirements. Though it is 
not generally known, the Mechanical 
Division had been inventing, designing 
and manufacturing food processing and 
packaging machinery for General 
Mills’ use before the war. The impetus 
of war production has prepared the 
company for the post war manufacture 
of items invented and designed in its 
own laboratories. The present Mechan- 
ical Division occupies 350,000 feet of 
floor space and has 1500 employees. 

Second, and equally important con- 
sideration, is the fact that through the 
services of Betty Crocker and the Gen- 
eral Mills Home Service Department, 
the company has established long and 
close friendship with American home- 
makers who will be the ultimate users 
of these new electrical appliances. 

“The Betty Crocker name,” Mr. 
Bullis says, “has been known to home- 
makers for 22 years. Independent sur- 
veys reveal that Betty Crocker is the 
best known home economist in the 
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country, familiar to 91 percent of all 
homemakers, and that she occupies a 
dominant position as the home econo- 
mist considered most helpful in home- 
making problems.” 

With the manufacture of electrical 
appliances, the activities of Betty 
Crocker and the Home Service Depart- 
ment will be expanded to include study 
of homemakers’ problems, interests and 
desires with respect to appliances, and 
will embrace advice and suggestions, 
both to the trade and consumers on the 
use of these devices. 

Mr. Bullis explains that the company 
plans to manufacture only products 
which possess demonstrable superiority 
and render definite service to home- 
makers, and that the activities of the 
Mechanical Division do not in any 
way interfere with plans for mainte- 
nance and expansion of existing Gen- 
eral Mills operation in other fields. 


Maytag Engineer Sees 
End of Clothes Pressing 


Discussing the future of domestic 
laundry equipment at a recent meeting 
of the National Association of Power 
Engineers at Des Moines, Thomas R. 
Smith, chief engineer of research and 
development for The Maytag Co., 
Newton, Iowa, declared that in his 
opinion the time will come when clothes 
will be taken out of washing machines 
and worn without any further drying 
or ironing. 

While Mr. Smith looked for this 
objective to be reached partly through 
some improvement in washer design, 
he indicated a major stride in this di- 
rection would be made by improvement 
in fabrics. 

Suits and clothes tailored from cer- 
tain plastic fibre cloths, he declared, 
could easily and quickly be washed and 
dried and then worn without laundry 
pressing because the press could be 
molded into the garment. He ex- 
plained further that cloth made from 
these plastic fibres could be washed 
and dried quickly and easily because 
the fibre surfaces were smooth and 
the material therefore was non-absorb- 
ent. Natural fibres, such as wool and 
cotton, are cellular in construction, 
hence very absorbent, holding dirt 
particles with a high degree of tenacity. 








ENGEL PROMOTED—J. S. Engel, act- 
ing general manager of the Electric 
Shaver Division of Remington Rand Inc., 
in Bridgeport, Conn., has been ap- 
pointed an assistant vice-president of 
Remington Rand Inc. Mr. Engel has been 
with Remington Rand Inc. since 1913, 
and general sales manager of the Elec- 
tric Shaver Division since 1940. 
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“CAN YOU TOP THESE?” 


Of course the Allies have different plans 
for the Propaganda Minister of the Third 
Reich. But we dare say he visualizes him- 
self as a popular radio comedian and com- 
mentator after the war. Try these on your 
mike, Paul! 


Told to say a successful British bomb- 


ing raid on a war plant had hit no more 
than a cow, the local Danish newspaper 
complied, then added simply: ‘““The cow 
burned for four days.” 


In Belgium dogs were rationed to ten dog 7 

biscuits a month. Those of pure “‘Aryan”’ ) Ne eae 
ancestry, however (dachshunds, boxers, | ., ; | \4 

police dogs, etc.) received 20 dog biscuits 

a month. 





And naturally you know the one aboute— 
the sea captain who testified in a Naz1 J a 
court that his ship had been torpedoed by 
a British submarine in the Baltic. ‘“That’s 
a lie,’ shouted an S.S. man. “‘No British 
submarines could possibly get into the 
Baltic. It must have been a mine!” “‘Very 
well,” said the captain. ““The mine 
bobbed to the surface and in perfect Eng- 
lish gave us ten minutes to get into our 
boats. Then it shelled and sank our ship.” 


After the war... 


rar. C&SCO 
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this house 
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k to heat 





1/2 Aight anwer 


WILL PUT MONEY IN YOUR POCKET. 


The house above is typical of the American home 
heating market, because more than 75% of our 
single family dwellings have five to six rooms, or 
less. This house can be heated very comfortably on 
less than three quarts of oil per hour (figure 35,000 
BTU input, per quart) and its owner very likely 
wants automatic oil heat. 


Now suppose this were your home. Would you pick 
a pressure type burner unit for it, which cannot 
operate successfully on less than a gallon an hour, 
or would you select a low-cost, H. C. Little vapor- 
izing, oil-burning unit, which will operate beauti- 
fully on as little as two quarts per hour? Common 
sense says you’d pick the unit designed to do the 
job — thus saving money on first cost and later on 
upkeep. That, in a nutshell, is why 


H. C. Little waa home unit 


WITH THE ONLY AUTOMATIC, VAPORIZING TYPE 
OIL BURNER EMPLOYING ELECTRIC IGNITION, 


Leads tae Ob Hedling til 


That is why, after the war, H. C. Little dealers will 
again be sitting pretty —selling what more than 
75% of all home owners want — heating equip- 
ment designed especially for the typical 5- to 6- 
room house. These H. C. Little units: oil-burning 
floor furnaces, wall furnaces, console heaters, hot 
water heaters, etc., will include fully automatic op- 
eration, electric ignition, thermostatic control and 


vaporizing burners. 
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* Then let us mail 
you a new booklet, 
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CALIF. 


“How to get Real 
Profits in Postwar SAN RAFAEL 
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DISTRIBUTOR APPOINTMENTS 





Crosley Corp. 


Appointment of Eads Bros. Furni- 
ture Co. of Ft. Smith, Ark., as dis- 
tributor for The Crosley Corp. in the 
western Arkansas and the eastern 
Oklahoma territory was announced by 
B. T. Roe, manager of distribution. 





W. M. EADS 


W. M. Eads, president and treas- 
urer of the company, has been head of 
the firm for the past 20 years. The 
company has been the distributor of 
furniture, floor coverings and kindred 
lines ever since it was established. It 
has been handling major household 
appliances since 1929. R. A. Skinner, 
vice-president of the company, has been 
with the firm since 1901 and Allan 
Kennedy, secretary, has been associated 
with the firm since 1999. 


Graybar in Maine 


Announcement of the appointment of 
the Graybar Electric Co., Inc. as dis- 
tributor of The Crosley Corp. in the 
state of Maine was a!so made by B. T. 
Roe, manager of distribution. 

In accordance with Graybar’s estab- 
lished policy of distributing nationally- 
known and accepted electrical appli- 
ances, they will handle the full line of 
Crosley radios and refrigerators in that 
area and, in addition, will stock a com- 


plete line of parts for service and re- 
pairs. 

T. A. Huston is in direct charge of 
the operation of the Portland branch of 
Graybar. 


Three More Appointments 


Appointment of three new distrib- 
utors of The Crosley Corp. in the 
Dakotas was also announced by 
B. T. Roe, manager of distribution. 
The new distributors are Western 
Auto Parts Co., Minot, North Dakota, 
with branches in Fargo, Williston, 
Devils Lake, Mandan and Jamestown, 
North Dakota; the Cave Supply Co. 
of Watertown, South Dakota; and the 
Aberdeen Supply Co. of Aberdeen, 
South Dakota. 

James M. Zuzulin has been presi- 
dent of the Western Auto Parts Co. 
since it was organized in 1932 as a 
specialty sales organization. Ernest 
Cave heads the Cave Supply Co. 
which has been in business in Water- 
town for the past ten years. The 
Aberdeen Supply Co. is headed by 
Charles Anderson as manager. For 
the past twenty years, he has been at 
the head of this firm which formerly 
heandled Crosley products when it was 
known as the Hatfield Motor Supply 
Co. 


Admiral Corp. 


Peirce Phelps, Inc., Philadelphia, 
founded in 1926, have been appointed 
Admiral distributors according to an 
announcement by J. H. Clippinger, 
vice-president in charge of sales of 
Admiral Corp. 

Peirce Phelps have been appliance 
distributors since the founding of the 
company. Prewar, they were contact- 
ing and doing business with approxi- 
mately two thousand dealers in the 
Philadelphia trading area. Post-war, 
this company will distribute Admiral 
radio, refrigerators, home freezers and 
electric ranges for Philadelphia as well 
as the Harrisburg, Penna. tradiug area. 








ADMIRAL SIGNS PEIRCE-PHELPS—Left to right: Sidney H. Rogovin, Eastern 
regional manager of Admiral Corp., J. Trevor Peirce, vice president; W. G. Peirce, 
Jr., president and C. M. Phelps, secretary and treasury of Peirce Phelps, Inc. 
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“BOOK OF THE MONTH” 


Gor a Profitable Year 
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y Sh l b i| d 1. THE EXCHANGE PLAN Cove 
1 the most commonly used types o 
: ows Ow you can Ul fractional-horsepower motors. Makes pos- 
sible immediate replacement from G-E 
t h 4 ah - G . field stocks, or from your own buffer stock. 
ex rd usiness roug - Replacement motors carry the G-E new- 
motor warranty, except for finish. 
ia, 
ed FACTORY SERVICE PLANS 2. SPECIAL REPAIR SERVICE 
an PLAN Provides for factory repair of 
er, ; aft 8 semi-standard G-E motors not covered by 
of Every dealer who’s looking for a way to maintain ce THE EXCHANGE PLAN, at established 
ice a steady volume of business will want a copy of this < At ie pssinx pene eth to make 7. s 
so new G-E booklet. It explains how to build extra profits motors carry the G-E new-motor warranty, 
xi- through repair service. 3 except for finish. 
the aaa 
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Now, when your customers can’t get new appliances, 
there’s a profitable market awaiting you in the servic- 
ing- of G-E fractional-horsepower motors which be- 
come inoperative—if you’re prepared to handle the 
work quickly, expertly, and economically. 


Designed especially to meet the growing need for 
replacements, this helpful new book will show. you 
how you can “cash in” on a vast market . . . how 
you can perform service without actually doing the 
repair work . . . how we will repair or exchange prac- 


tically any G-E fractional-horsepower motor, no matter 
what the type or make of appliance to which it’s 
applied, through our FACTORY SERVICE PLANS. 


mn 


MOTORS 





3. REGULAR REPAIR PLAN For 
motors not included in either of the other 
two plans, except extremely old or ob- 
solete models. Inspection is made at the 
factory, and a cost estimate is submitted 
before work is started. These motors also carry the G-E new- 
motor warranty, except for finish. This plan rounds out this G-E 
service and enables you to handle repairs on practically any 
G-E fractional-horsepower motor. 


SEE HOW THESE PLANS HELP YOU 


Investigate these proved, profitable Factory Service Plans. Like 
hundreds of other dealers, you'll find they're a sure way of 
maintaining business now; a means of building and holding 
trade for he postwar period. Ask your distributor for details 


today. Or, simply fill in and mail the coupon below. You'll 
be glad you did it! 
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General Electric, utten G700-67A 
Schenectady, N. 


Gentlemen: 


I’d like to “cash in’? on your FACTORY SERVICE 
PLANS for G-E fractional-horsepower motors. Please 
send me a copy of your booklet which describes the 
Plans. 


a ian ae ae A ag 


Company 
Address 


70-67-8260 
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, you think housewives won't 


90 for this Post-War HORTON 
DO-ALL [RONER? 


Bet your boots they will! Why? Because it’s some- 
thing brand new—a development engineers said was 
impossible. But Horton has done it. And that means 
a completely new market for ironers—a market that 
was lightly tapped by the pre-war Horton Portable— 


just enough to prove it could be done. 


Now it’s a reality. Or will be as soon as materials are 














released and production started. ~ 


There is still room for more Horton dealers. Better 
write now so you can get in on the easy sales this new 


streamlined ironer is bound to create. 





FORT WAYNE, INDIANA 


WFRS. OF AMERICA’S FINEST HOME LAUNDRY EQUIPMENT SINCE 1871 
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Warehouses and display rooms will be 
located in both of these places. 

The officers and founders of the com- 
pany are W. G. Peirce, Jr., president; 
J. Trevor Peirce, vice president; and 
C. M. Phelps, secretary and treasurer 


Dale Appointed 


Dale Distributing Co., formerly the 
largest distributor of Admiral radio, 
has been appointed distributor for 
Admiral radio, refrigeraters, electric 
ranges, and home freezers for the trad- 
ing areas in New York City, Hartford, 
Conn., and Newark, N. J. 

Dale Distributing was established 
November, 1932, and became dis- 
tributors for Admiral in 1938. Maurice 
S. Despres, president, is also a director 
of the Admiral Corp. 


Harrison to Re-Enter 
Appliance Distribution 


Philip H. Harrison & Co., New 
Jersey distributors of electrical appli- 
ances and commercial refrigeration, 
operating from Newark, will return to 
this field when production of these 
devices is resumed, it was announced 
recently by Philip H. Harrison, presi- 
dent. 

For nearly 20 years the company 
distributed the General Electric line 
of appliances, and was one of the old- 
est distributors of this brand, having 
been among the first to receive a fran- 
chise when the line was introduced in 
1925. 

Up to the outbreak of the war, 
when manufacture was suspended, the 
company had marketed a total of 
nearly 150,000 appliances in northern 
New Jersey, Harrison said. 


Huebner Joins Harry Alter 


Bringing with him a background of 
wide experience in the merchandising 
of all types of home appliances, H. C. 
Huebner has joined the Harry Alter 
Co. of Chicago as the sales manager 
of their Appliance Division. 

Starting in 1924 as the distributor 
for Frigidaire in Chicago, Mr. Hueb- 
ner directed operations there until 1936 
when he was sent to the Milwaukee 
territory as branch manager of Frigid- 
aire. Leaving Frigidaire in 1938 to be- 
come district manager for Easy Wash- 
ing Machine Co. in the twin cities, 
Mr. Huebner served with this organ- 
ization until 1939, when he was induced 
to return to a post with Frigidaire in 
Chicago. He remained in this posi- 
tion until priorities compelled a cessa- 
tion of activities. Since that date he 
has devoted himself to special sales 
consultant work in promoting products 
which could be sold during the war 
period. 


Conlon Corp. Elects 


Conlon Corp. held its annual meeting 
of shareholders and directors recently 


_ and the following officers were elected: 


B. J. Hank, chairman of board of di- 
rectors, and president; T. B. Conlon, 
vice-president; E. J. Morrissey, vice- 
president; H. E. Angier, secretary and 
treasurer. 

The directors re-elected were B. J. 
Hank, E. J. Morrissey, E. J. Seifert 
and L. J. Schneider. 
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STEAM-O-MATIC 


Steam-O-Matic, Model B-200 was the first fully auto- 
matic steam iron ever to be offered for home use. 
It has the most accurate heat control ever devised 
for an iron. Operates also as a dry iron with same 
dial heat control. A.C. only; 1000 watts; 115 volts. 
Detachable cord. 


Same price as before $14 95 


the war... Retail 
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Petipoint and Steam-0-Matic Irons Now Made 
and Serviced by Waverly Tool Company 


With the allotment of a limited number of irons by the WPB, 
manufacture has been resumed upon these two products by the 
Waverly Tool Company at their plant in Sandusky, Ohio. Service 
of Steam-O-Matic and Petipoint at the Sandusky plant will result 


in faster repairs at considerably lower cost. 


Without any solicitation by our sales representatives, we have 
received orders through the mail for many thousands of irons 
in excess of our WPB quota. Naturally, we cannot ship all orders 
in full at the present time, but we will endeavor to distribute our 
production as equitably as we possibly can. Our many friends 


will understand the difficulty of our task and bear with us. 


OEALER POLICIES 


The fair and square dealer policies of the Steam-O-Matic Cor- 
poration and the Edmilton Company will be adhered to faithfully 
by the Waverly Tool Company, successor to these two com- 
panies. As before, every dealer will be assured a fair profit on 


every Steam-O-Matic or Petipoint Iron he sells. 


MERCHANDISING PLANS 


Milton Schreyer, who is personally known to thousands of 
electrical merchandise dealers throughout the country, is in 
charge of sales of Petipoint and Steam-O-Matic. Long-range 
plans are being made to give dealers extensive merchandising 
and advertising aid that will be needed in the post-war era when 


competitive selling is resumed. 


THE HOUSEWARES SHOW 


Come in and see us at the Housewares Show at the Hotel 


Pennsylvania in New York, starting July 24th. 


We will have Booth No. 109, and will be glad to talk 
with you about your future plans, 


WAVERLY TOOL COMPANY 


Manufacturing and Service — Sandusky, Ohio 
Sales Offices — Irvington, New Jersey 
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@ Anexcellent example of techniques 
that will make tomorrow's products 
lovelier and more efficient is found in 
the Johnson Rubber Company method 
of extruding two color rubber .. . the 
same method that makes it possible to 
extrude a gasket, like the one on the 

bomb bay door, that won't wrinkle 

where it “goes around a corner.” 


Decorative possibilities of two color 
rubber are obvious. Equally obvious 
are the advantages of the two hard- 
ness extrusions, suitable for lid or base gaskets on washing 
machines or refrigerator doors. In all instances the two 
hardnesses eliminate the “snake” effect of a wavy gasket. 


All of Johnson Rubber production today goes to war. 
Probably yours does too. There will come a day, though, 
when we both get back to our favorite job of supplying 
a peacetime market and start changing the boys names 
from the honor roll to the pay roll. To meet that great day 
with a minimum of time lag is important to you, to us, 
and most important to those boys coming back. 


Let's start planning now. Johnson engineers are available 
to show you how to best apply the precision in rubber 
techniques now perfected to your peacetime products. 





THE FIFTH 
WAR LOAN 


Fights! 











Since 1895 


OHNSON RUBBER COMPANY 
Middlefield, Ohio 
MOLDED & EXTRUDED RUBBER PARTS FOR INDUSTRY'S VITAL ASSEMBLIES 


Indispensable in War— Essential in Peace 


The 
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G-E DEALER RADIO DISPLAY—This blow-up display featuring Dinah Shore and 
FM radio is being offered by General Electric's Receiver Division to dealers who 
Here, R. E. Burrows, right, advertising manager, is seen explaining 
blow-up to, left, W. H. Clark in charge of General Electric Musaphonic sales, and 
R. L. Hanks, sales manager for the standard line of General Electric radios. 


request it. 


NEW LITERATURE AND SALES HELPS 


Electromaster, Inc. 


The first of a series of four monthly 
bulletins on the preservation of foods 
by freezing has been issuec by Elec- 
tromaster, Inc., of Detroit. The series 
has been prepared by Miss Ruth Gra- 
ham, director of Electromaster’s Home 
Economics Department and the Nancy 
Pepper Kitchen. 





RUTH GRAHAM 


The initial bulletin is entitled “Pres- 
ervation of Food by Freezing and 
Chemical and Physical Changes Which 
May Occur.” It deals with the pre- 
cautions which must be taken in pre- 
paring and freezing the different types 
of foods and warns of dangers which 
may result from improper handling. 

The second bulletin will deal spe- 
cifically with the preparation of fruits 
and vegetables for freezing, while the 
third will cover the same steps in 
respect to meat, poultry, fish and 
game. “Cooking of Frozen Foods” 
will be discussed in the last number 
of the series. 

Copies of all four bulletins may be 
secured free of charge by writing Elec- 
tromaster, Inc., Detroit 31, Mich. 


Landers, Frary & Clark 


Something new has been added to 
Landers, Frary & Clark’s “U” Plan 
for “V” Day in the form of a four- 
page “Dealer Digest” to be issued 
monthly to all “U” Plan dealers. 

The Digest is designed to keep deal- 
ers informed about present and future 
developments in the electrical and 
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housewares industry. It is timed to 
make available to dealers pertinent facts 
to enable them to do a better job of 
post-war planning. 

Such questions as “What progress is 
being made toward civilian production 
of electrical appliances.” “Why should 
dealers be interested in. war brides.” 
“How does the estimated post-war 
sales potential of electrical appliances 
compare with actual “41” sales?” will 
be answered through up-to-the-minute 
reports made in the Digest. 


Lafayette Radio Corp. 


The publication of a catalog supple- 
ment No. 95 containing a listing of a 
wide assortment of radio and electronic 
parts, has been announced by the 
Lafayette Radio Corp. 

Several hundred diversified radio 
components including tubes, resistors, 
volume controls, wire, batteries, coils, 
condensers, speakers, switches, relays, 
radio cabinets, radio panels, blank 
metal chassis, servicing manuals, 
transformers, technical books, and 
many more miscellaneous items are 
listed. 

Copies may be obtained by writing 
the Lafayette Radio Corp., 901 West 
Jackson Blvd., Chicago, or 265 Peach- 
tree Street, Atlanta 3, Georgia. 


Hotpoint 1944 
Canning Manual 


Hotpoint’s 20-page guide to home 
food preservation, based upon author- 
itative information from the U. S. 
Department of Agriculture, is now 
ready for distribution to dealers. 

This newest home canning guide 
reflects the benefits of intensive re- 
search aimed at solving new problems 
of conserving Victory Garden products 
to meet wartime food needs. The 
booklet is indexed to simplify pro- 
cedures for experienced canners, or 
to show those unfamiliar with can- 
ning how to take each step. 

A new lower price of $2.95 per 
hundred, f.o.b. Chicago, was an- 
nounced. The price for dealer’s im- 
print on the cover is $2.00 per thous- 
and, with a minimum charge of $2.00. 
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Soon after the bugler’s call announces war’s end, 
CLARION’S peace-time bugler will herald the 
dawn of an era in which civilian radio needs 
may again be served in the normal way. 

Radio dealers who respond to that second 
call will be better equipped to serve a public 
eager to buy, because CLARION is prepared to 
extend cooperation both in finer merchandise 


and more complete sales promotion heip. 








Back of you always will be a company and 
a name that have represented the best in radio 
since 1922. 

Be ready to march with CLARION to the most 


profitable radio business you nave ever enjoyed. 


WARWICK MANUFACTURING CORPORATION 


4640 W. HARRISON ST. 


CHICAGO 44, ILL. 





RADIO PHONOGRAPHS 





TABLE MODELS + PORTABLES + FARM SETS 


° FM + TELEVISION 
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MICRO SWITCH 
. TEMP COP 


Gives Automatic Control of Both 
In Electrical Apparatus....... 


The Micro Switch Temp Cop is a precise snap-action thermo- 
static contactor for automatic control of current and temperature 
in electrical apparatus. 












































The Temp Cop employs the famous Micro Switch snap-spring 
principle to give instant response through bi-metal elements to 
changes in current or temperature. 


The Temp Cop is a rugged, dependable unit built on a rigid 
ceramic block. A Thermostatic bi-metal element, with large coin 
silver contacts, is designed to either open or close with a tem- 
perature rise. Reverse action is also automatic as the temperature 
drops. The Temp Cop is available in either automatic re-cycling 
or for manual reset. 


The Temp Cop has been found especially valuable in these ap- 
plications: 


2. Protection against excessive 
current or short circuits by re- 
sponse to current flow varia- 
tions to Open contacts. 


1. Initiation of an alarm or pilot 
circuit in response to either 
open or closed contacts as a 
result of temperature variations. 


To most exactly fit the needs of a specific application, the Temp 
Cop's response to current and temperature can be varied by the 
proper selection of bi-metal elements. 


If you have an application that calls for maintaining temperature, 
current, or both, within certain pre-determined limits, you will 
find the Micro Switch Temp Cop useful and reliable. Write 
Micro Switch today. The Temp Cop may be just the answer to 
your control problem. 


Micro Switch Corporation, Free- 
port, Illinois « Branches: 43 East 
Ohio Street, Chicago (11) + 4900 
Euclid Avenue, Cleveland (3) « 
‘\. 11 Park Place, New York City 
(7) « 1709 W. 8th St., Los An- 
geles (14) « Sales & Engineering 
tices: Boston « Hartford « 


Portland, Ore. « Dallas, Tex. 





LET’S ALL BACK THE ATTACK—BUY EXTRA WAR BONDS 


* 


trademark MICRO SWITCH is our property and 


ane SWITCH 


IADE ONLY BY MICRO SWITCH 
FREEPORT, ILL.,US.A 


FeLes 


identifies switches made by Micro Switch Corporation 





CORPORATION 


SPECIAL ATTENTION—Lt. John N. Beilstein, Davenport, Flying Fortress bombardier, 
center, presented "E" pins to representative employes when Army-Navy production 
honors were conferred on Voss Bros. Mfg. Co., recently, but Lt. Comdr. A. T. 
Hodges, navy veteran, reserved for himself the privilege of pinning the emblem on 
85-year-old F. P. “Fritz Voss, president of the firm. 


Herb Names Adopts 
Servicing as Specialty 


oo G ago, when it first became ap- 
parent that the war was going to 
absorb the manpower of the electrical 
dealer and to take over completely the 
manufacturing plants which provided 
him with merchandise, Herb Names of 
Denver started out to make his plans 
for survival. His store was one of 
those downtown merchandising cen- 
ters which did a big business in ap- 
pliances of all kinds, with the service 
department looked upon merely as an 
adjunct to selling. 

Names was one of the ones who 
recognized early that it was the serv- 
ice department of his business which 
was going to carry him for the dura- 
tion, He preferred not to stock other 
merchandise, feeling sure that there 





would be headaches and shortages in 
| any field he might enter and recogniz- 
| ing that as a newcomer he would be at 
|a disadvantage. Moreover, he wished 
| to remain in the electrical business and 
| to make the effort to establish himself 
| in a new line would mean learning the 
background and the techniques of a 
field which he would want to abandon 
again when peace came. He argued 
that it would be better to carry on with 
secondhand merchandise so long as 
possible and to make a specialty of 
service. 


Maintaining Service 


At first he studied this from the 
standpoint of ways and means of de- 
veloping business, but it soon became 
apparent to him that the problem of 
wartime was not going to be one of 
selling service, but of maintaining it 
in the face of an overwhelming and 
growing demand. The reai problems 
are two—to keep on hand an adequate 
supply of repair parts; and to keep the 
department’s personnel from evaporat- 
ing in the face of draft calls and the 
pull of high wages at defense plants. 

The solution of the parts problem 
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requires both capital and foresight. 
Mr. Names has taken the trouble to 
study the needs of his service depart- 
ment and to plan long in advance, al- 
lowing for all possible delays after or- 
ders are placed. Under present condi- 
tions it is necessary to keep a large 
stock of parts always on hand. By an- 
ticipating the demand and ordering 
ahead, he has been able to keep a very 
satisfactory stock which makes possible 
a prompt service on most appliances. 

As to personnel, he early decided 
that all young men of draft age would 
eventually be called. From the start of 
the war, therefore, he has made all re- 
placements and additions to his staff 
from the ranks of older men and from 
those with physical disabilities which 
place them definitely in the 4F group. 
He has also recently begun to look for 
discharged veterans with some mechan- 
ical ability. To these he offers a spe- 
cial training in electrical repair work 
and is finding them a valuable addition 
to his personnel. 


Diplomacy Required 


The former reputation of the store 
and the thoroughness with which it has 
taken over servicing as a specialty has 
appealed to the public, with the result 
that the books are always crowded and 
it sometimes becomes a matter of high 
diplomacy to explain to customers why 
they must wait for a needed repair. 
Occasionally on Monday morning, says 
Mr. Names, it takes all his sales ability 
to explain to housewives why they must 
wait a reasonable time before their 
washers can be put in running order 
again. As one by one other repair 
shops drop out of the picture, the pres- 
sure on the remaining shops becomes 
greater, but they hope to be able to 
carry through. 

In the meantime a certain number 
of secondhand appliances are still avail- 
able for sale. Remembering the display 
of major equipment which always 
marked the Names selling floor, the 
present assortment is meager, but it 
still serves to keep the establishment in 
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the mind of the public as belonging in 
the ranks of electrical stores. This is 
made possible by the strict rule which 
is maintained that none of the used or 
rebuilt radio sets may be sold unless a 
used set is turned in on the sale. These 
are then repaired in the shop and con- 
tinue. to furnish a certain amount of 
merchandise for sale. Trade-ins are 
still a problem, in other words, but now 
in reverse English. 


Appliance Conservation 
in Inland Empire 


ECOGNIZING the wartime im- 

portance of keeping appliances in 
service the Washington Water Power 
Co. in January of this year launched 
a system-wide program to educate cus- 
tomers along care-and-use lines, to 
place unused and surplus appliances 
in the hands of needy war workers, and 
to encourage the economical us@ of 
electricity. 

Research has revealed that an esti- 
mated 150,000 small appliances have 
broken down and dropped out of service 
in the Inland Empire area since war 
restrictions have been in effect. Many 
of these breakdowns, due to careless or 
uninformed handling, could have been 
prevented. Proper oiling of motors, 
frequent defrosting and other proper 
care of the refrigerator, keeping sharp 
and bulky metal objects from the works 
of a vacuum cleaner, shutting off elec- 
tric irons and table appliances when 
not in use, careful handling and prompt 
repair of cords are among the simple 
méthods of preventing trouble which 


every housewife could put into effect, 


were she properly instructed. 
Reaching the Customers 


In planning the program, it was 
recognized that the customer does not 
learn readily from merely reading ad- 
vice, but on the other hand the company 
was careful not to conflict with man- 
power shortages in this area and also 
seeks to conserve tires and gasoline. 

The customer is, however, reached in 
a number of ways. In the first place, 
employees are thoroughly instructed in 
good practice in the care of appliances 
and each man and woman working for 
the company is appointed a committee 
of one to spread the gospel among 
neighbors and friends. Advertising is 
of course, also used, with newspapers, 
radio announcements, window displays 
and bill stuffers carrying the same 
message. In addition a limited number 
of field representatives are permitted to 
make customer home calls at times 
when more urgent duties do not inter- 
fere. Later it is expected that a num- 
ber of -€x-service men, who have been 
discharged by reason of wounds or 
health disability, may be added to this 
staff. 

At the time of each house call, the 
field representative goes over the house- 
hold problems with each customer, 
leaving with her an appliance check- 
chart, which is made attractive with 
monthly calendars and statements re- 
garding conservation by government 
officials. These tie the entire program 
into the wartime conservation move- 
ment and give a patriotic urgency to 
the avoidance of waste and the preser- 
vation of appliances. 





BUT YOU'LL WANT 


Already, “mock-ups” of tomorrow’s appli- 
ances are being unveiled at office conferences 
like this. But externals which catch the eye are 
only one side of the story, so far as their long- 
term sales possibilities are concerned. 

You'll want to know what’s inside. You'll 
want to know that the new items are sound in 
electrical design and construction. You’ll want 
to know if they'll continue to keep your cus- 
tomers satisfied. If built by manufacturers new 
to the field, you’ll want to be assured as to the 
reputation behind the device. 

That’s why GRAYBAR’ is maintaining con- 





TO KNOW WHAT’S INSIDE 


stant contact with electrical manufacturers, 
keeping well informed about their plans for 
post-war products. GRAYBAR Men with long 
experience in appliance selling will continue 
to check and compare, seeking out the prod- 
ucts you'll want to sell. 

When the time arrives for restocking, you’ll 
find GRAYBAR ready with complete sales in- 
formation on the best of the new devices. Ia 
the meantime, we will keep working to dis- 
tribute fairly among our dealers the electrical 
appliances released to us under war-time allo- 


cation plans. 5501 
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Rittenhouse Chimes Sales 


will be firmly built on factual information 


Saes knowledge is sales power. With it you can plan a safe 


and successful merchandising future. Without it you gamble. 


Because the sales and profits of every Rittenhouse dis- 
tributor and dealer are directly affected by the concrete 
information available before a product is offered to the 
public, Rittenhouse is conducting extensive surveys .. . 
asking questions from the people you hope to sell when 


postwar spending starts. 


Rittenhouse surveys will cover every field of your sales 
activities and the facts will be given to you before you make 


a move ... before you invest a penny. 


With this Rittenhouse information you will know: What 
type of door chime will sell best, how much the home-owner 
will pay for his chime, where he will buy it, which models 
you should stock . . . and scores of other vital sales facts . . . 
direct from the electric chimes prospect. Exactness in engi- 
neering, design and sales procedure have always been and 
always will be a Rittenhouse service to every Rittenhouse 


distributor and dealer. 


THE A. E. RITTENHOUSE COMPANY, INC. 
Honeoye Falls, New York 
BETTER 


WEMOWE "E 


DOOR CHIMES 





TOMORROW'S 
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W ash-It-Y ourself 
Solves Wartime Problem 


RNEST and Frank Jani, co-own- 

ers of the Vermont Plumbers, Los 
Angeles, Calif., licked the sales prob- 
lem of the war shortage of appliances 
by setting up a laundry where people 
could do their own washing—and the 
idea is a big success. 

The proprietors of this highly suc- 
cessful pre-war home appliance busi- 
ness secured 12 used washing machines 
that were restored to good operating 





condition by their washing machine 
expert, Frank Rasmussen. The ma- 
chines were set up in a vacant store 
building where for 60 cents an hour 
a housewife can put her washing 
through one of the machines. Hot 
and cold water is furnished. The cus- 
tomer brings her own soap. A woman 
attendant is on duty to provide assist- 
ance and information. 


Open Evenings 


This unique business is open during 
the evening as well as in the daytime 
and is running to capacity most of the 
time. Many of its patrons are men. 
Chauffeurs have brought their em- 
ployers’ clothes to be washed because 
commercial laundries could not get 
them done in the desired time. Some 

| patrons arrive in taxicabs. 

Besides filling an acute war need, 
| this project has the additional ad- 
vantage, from the post-war sales stand- 
point, of keeping the Jani brothers’ 
customers appliance conscious and 
building goodwill. 
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FREE VOICE RECORDING—Cadets A. 
S. Perusits and V. Michael took time out 
from their training at Michigan State 
College recently to visit the showrooms 
of Wilcox-Gay and to make voice re- 
corded messages for friends. 





The wash-it-yourself department of Vermont Plumbers, Los Angeles, in full swing. 


Ice Box As Future 
"Down Payment" 


NEW twist to merchandising has 

been offered by the Motor Tire 
Co., which has two stores in Buffalo, 
N. Y. Advertising ice refrigerators at 
$34.50, the company offers to accept 
them as down payment of $25 on elec- 
tric refrigerators when they are again 
available. Thus the customer gets the 
use of an ice refrigerator from $9.50. 
The ice boxes are sold on cash or 
terms basis. 
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Colorado Service 
Training Courses 


XPECTING a marked increase 

this year in calls for electric serv- 
icing of household appliances, the Ap- 
pliance Service department of the Pub- 
lic Service Co. of Colorado has quietly 
been training employees in other de- 
partments and has been extending the 
usefulness of members of the service 
department by means of training 
courses in service fundamentals and.in 
the specialty servicing of particular ap- 
pliances. Under the direction of John 
Kerr, in charge of this work, eighteen 
men have been taking basic training, 
in the repair of electric motors, re- 
frigerators, electric ranges and other 
appliances. A series of refresher 
courses for other members of the de- 
partment is now under way. 


Prizes for Letters on 
Rural Electricity Use 


RIZES in the form of war bonds 
are being offered by the Utah 
Power & Light Co. and Western Colo- 
tado Power Co. to rural users of elec- 





The basic principles of electric refrigeration are demonstrated by means of demon- 
stration board fitted with glass tube coil, gauges, controls and valves, so arranged 
that the refrigerant may be observed under various conditions. John Kerr (right) 
instructs Armel Faubion. 


tricity on their lines who write the best 
letters telling how they use elec- 
tricity to produce food for victory. 
Prizes will be awarded on the basis 
of the best adaptation of electricity to 
food production rather than for literary 
merit, and contestants are required to 
confine themselves to their actual use 
of appliances they own, not indulging 
in wishful thinking as to what they 
might do with appliances they should 
like to purchase in the future. The 
contest will run until August first and 
is divided into twenty-four districts 
with a prize for the winner in each. 
In addition grand prizes of $100, $50 
and $25 in war bonds will reward the 
writers of the best three letters in the 
combined Utah, Idaho and Wyoming 
districts, with $50 and $25 for western 
Colorado. The judges will be men 
prominent in the agricultural field. It 
is planned that winners in the Utah 
contests will receive their awards at the 
annual Utah State Fair which will be 
held in Salt Lake City in the early 
fall. The event, as a major contribu- 
tion to the war effort in encouraging 
food production, has already received 
some excellent publicity and is des- 
tined to receive more, besides, of 
course, providing personalized copy 
for effective rural advertising. 
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In the 
“Post-War Plans’ 
of many 


Farm Families-- 


The BEN-HUR 
Farm Locker Plant 


Talk to any farmer about a farm 
locker plant and his first comment 
will be, “wish we had it now.” And 
he’ll follow with the promise that food 
freezing and frozen storage is the 
FIRST thing he’s going to add after 
the war. 


savings in food costs .. . the satisfac- 
tion of preserving the finest of their 
own produce ... the time saved in 
avoiding shopping trips to town. 

This is evidence of your future mar- 
ket for new BEN-HUR FARM 
LOCKER PLANTS—a volume mar- 





Learning by experience in making actual repairs is the best way to learn the art of 
refrigerator servicing, says John Kerr, Public Service of Colorado. 
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For most farmers already know the 
benefits of owning a BEN-HUR 
FARM LOCKER PLANT the 
advantages of freezing and storing 
farm-grown vegetables, meat, poultry 
for delicious meal variety weeks and 
months later . . . the economy and 


ket ready just as soon as they can 
be produced. 


Let us put your name on the list to 
receive complete data and_ sales 
information on BEN-HUR FARM 
LOCKER PLANTS, when this data 
can be released. 


Today .. . back our fighting men with more war bonds 





ARMY-NAVY “zk” 
Awarded Ben-Hur 
for outstanding 
achievement in 
War Production. 


BEN-HUR MANUFACTURING CO. 
634 EAST KEEFE AVE. - MILWAUKEE 12, WISCONSIN 


Remember .... 





FARM LOCKER PLANTS. 
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=< hin Cs to Remember 
: er about AIK EXPRESS 


duce 
K COMPACTLY—to '¢ 
MF ict and, shipping costs 


9, SHIP WHEN 


READY— 
for earlier delivery 
BULKY PACKAGES 


into smaller wnits for 
faster handling 


A Money-Saving | 
High-Speed Wartime Tool 
For Every Business 


As a result of increased efficiency developed to meet wartime 
demands, rates have been reduced. Shippers nationwide are 
now saving an average of more than 10% on AIR EXPRESS charges. 
And Air EXPRESS schedules are based on “hours”, not days and 
weeks—with 3-mile-a-minute service direct to hundreds of 


U. S. cities and scores of foreign countries. 


WRITE TODAY for “Vision Unlimited”—an informative booklet 
that will stimulate the thinking of every executive. Dept. PR-7, 
New York 17, N. Y.., 


Railway Express Agency, 230 Park Avenue, 
y Ex} ; 


or ask for it at any local office. 





_ Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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Instructors Eldon Dean and G. L. Soderberg explain refrigeration principles to Salt 


Lake group. 
Co. shop. 


Utah League Trains 
Refrigeration Servicemen 


ie cooperation with the National 
Refrigeration Service Manpower 
Committee, the Electrical League of 
Utah has assisted in the organization 
of five training classes for refrigerator 
repairmen in Utah, located in Salt Lake 
City, Ogden, Logan, Provo and Price, 
according to J. F. McAllister, field 
coordinator and residential sales man- 
ager of the Utah Power & Light Co. 

Students for the local classes, now 
numbering 133, have been more or less 
hand picked by jobbers, distributors, 
dealers and repair agencies closely as- 
sociated with the refrigeration industry. 
They have been selected for their apti- 
tude for the work and for their per- 
manency by reason of age, 4F draft 
status or because they are ex-service 
men exempt from further call. 


Course Out Lined 


To expedite the carrying out of the 
program in various communities a 
standard course has been outlined 
which is designed to give new workers 
the fundamental knowledge and skills 
required for servicing all types of re- 
frigeration equipment. The course cov- 
ers a total of 201 hours of classroom 
and laboratory work and is divided 
into three parts: general, domestic and 
commercial. Local vocational training 
under the school program covers the 
cost of salaries, text materials and rent- 
als. The standard course includes: 


. Fundamentals of refrigeration 
. Refrigerants 

Compression system 

. Compressors 

. Refrigerant controls 

. Motors 

- Motor controls 

. Servicing domestic units 

. Absorption systems 

10. Commercial systems 

11, Commercial evaporators 

12. Cc cial densing units 
13. Commercial electrical systems 
14. Servicing commercial systems 


In Salt Lake City, where fifty stu- 
dents are enrolled, the classes are con- 
ducted by the Extension Department 


DOnNoOnhwn— 
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Classes are held three nights each week at the Flint Distributing 


of the University of Utah, using the 
facilities of the Flint Distributing Co.’s 
shop. Dr. R. A. Clarke of Weber 
College supervises Ogden classes. In- 
structors from the Utah State Agri- 
cultural College, the Central Utah Vo- 
cational School and the Carbon County 
Junior college have the other groups 
in charge. In addition to these direct- 
ors, H. B. Gunderson of the Utah State 
Department of Education and R. C. 
Howells, chief of training, State of 
Utah, have given their support to the 
program. 

Interest in the program has been 
great, according to Mr. McAllister, 
and there have been more applicants 
than it was possible to accept. Future 
plans will depend upon conditions when 
the time arrives, but it is now hoped 
that additional classes will be made 
available when the present group has 
completed its studies. 


How English Doorbell 
Ringers Operate 


HILE visiting an English fam- 

ily Lieut. N. G. Perry, formerly 
with the Georgia Power Co., had a 
chance to see a British house-to-house 
salesman on the job. 

“He acted almost as if he were go- 
ing to church,” writes Perry. “Very 
polite and no words under four sylla- 
bles. During this conversation I heard 
more eighth-grade words than Web- 
ster invented. He was wearing a four- 
year-old suit and riding a bicycle, but 
he went away with the order. Eng- 
land would make a wonderful territory 
for an up-and-coming refrigerator 
salesman.” 

Perry picked up the chap’s intro- 
duction which consisted of a card, 
sent by the company to the customer 
to announce the arrival of their sales- 
man. It read: “Dear Sir: We beg to 
advise you that our Mr. R. H. Teed 
will have the pleasure of calling on 
you on or about Wednesday next, 
when the favor of your further kind 
command will greatly oblige. Wat- 
kins & Simpson.” 
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Portland Views Paul L. Fowler, manufacturer of YOU 
eae water heaters, believes that there is a can ~ 
Post- War Possibilities large pent-up demand for electric water 
; heaters. He expects the style of the 
A SURVEY recently conducted by equipment to Reem much she same for L ‘ i ik _ 3 ft LT St k NO Ww! 
J: B. Buman, manager Of reSi- 4+ Jeast six months after the war, and 1] ers & 
dential and rural sales of the North- the method of distribution will be prac- 
western Electric Co. of Portland, Ore., tically unchanged. But with the keen , 
among dealers, wholesalers and manu- competition and higher labor costs, the A BIG Sale! 
ing 6 “e ptnapapent in that dis- margin of profit may drop, with con- ee, ae Coe 
: : , 2 ess. coal per year. You can make 
were published in the March issue of J. King Bryon, although he believes these larger-unit, big-profit 
Northwestern Dealer News. ; that there will be a rush of buying sales, right now! 
Arthur Kuhnhausen of the Kuhn- after the war, warns that business will 
hausen Electric hopes that something ye highly competitive and that the man 
can be done about the I can get it who has laid a solid groundwork is 
for you wholesale evil and recom- ihe one who will win out 
mends consideration of a state law 
similar to that passed in Minnesota a Sees Quick Conversion 
few years ago. That manufacturers will not be long 
Oliver Petrie wants 10 percent down in converting their plants to meet 
on contracts, with 18 months maximum. peacetime needs is the prediction of 
S. A. W aldron predicts all kinds of N. A. Hayes. For that reason he wide Psat me 
| =" with other lines of mer- believes that the buyer will soon once | and industrial plants 
7 chancise. more control the market. Although | 
Against Discount Cuts tg re are likely to be as | i 
nigh or higher than at present, it is 
Samuel Soble, from his experience in probable that new manufacturers enter- A COMPLETE LINE 
the the furniture field, speaks against any ing the field will offer “specials” in ui Wear beanies COMMERCIAL AND INDUSTRIAL 
0.’ cut in discounts. “As a furniture order to break into the market and COAL STOKERS 
hee rg Fo sco “we nag —— ae force the price trend down- 
J e a iscounts in the appliance’ ward. : 65 to 1200 Ibs. per hour capacity 
at business were not comparable to those John O’Neill predicts smaller mar- Your Opportunity For 
Vo- which we enjoy in the furniture busi- gins and more channels of distribution yy i, Z, PROFITS 
ity ness—and under no circumstances in a highly competitive market. Sales 
maps would we consider selling appliances if training and personnel will be very 
Shot the discounts were lessened.” important. ois .Poat- Waar PROFITS 
one George Boring of the G. E. Supply, Charles Matthews urges the need 
¢ = a —o of — with for: “Improved, well-kept, clean stores ail itilaadaaiaaeils 
a huge demand in the quick freeze and windows; merchandising educa- buildings, small commer- 
fe department and in home and farm tion; reconditioning of wiaine good DECOINE A: LU-SELT SERN: SOTEEUTOR cial and industrial plont 
heat applications. He envisions new equipment; diversified lines; increased | OR DEALER M : 
ia lighting applications, new radios, new home contacts; building floor traffic; A Link-Belt Stoker Sales Franchise offers erg — —— pe Pier 
ster, & appliances, and more use of the old. stressing replacement market; empha- , eg: “eM Famous Link-Belt Power-Flex burn- 
oan A. L. Shellworth predicts that within sis on quality; fitting equipment to the | 97 U2USU4' OPPortunity to custriue ing head—No Dead-Plates, on larger 
nee a very few months after peace the home; selling adequately.” dealers today. You can start selling at an Segmented tuyeres, on 
vhen |) @PPliance manufacturers will have Harold Kelley would like to see elec- | once, to industrial plants, hotels, institu. Perr 
oped caught up with easy demand and that trical appliances financed on contracts | tions, apartment buildings, stores, shops— 
nade @ thereafter everyone will have to get not to exceed one year at the start, | all users of 25 tons or more of coal per RESIDENTIAL COAL STOKERS 
has | out and sell goods again. He believes feeling the way along to a gradual | year. Add the huge domestic stoker market For Anthracite or Bituminous coal 
dealers should start now to plan to hire extension of time. He says: “It would | jater—10 million or more homes! 
and train an adequate sales force, to be fine to see the utilities giving the Bn MD 
provide a suitable and attractive dis- same splendid support to the dealers, hopper model. Ti 
dlay space and to maintain a good serv-__ particularly in the matter of sales pro- LINK-BELT OFFERS PROFITABLE PLANS, } 
ice set-up, with adequate provision for motion and advertising help, that HELPS YOU START 
| the reconditioning of trade-ins. proved so beneficial in the past.” 
Link-Belt sells only through distributors 
fam- and dealers. It offers several profitable a a a on | 
nerly plans for handling stokers. Even though Magic-Flame principle, turns fire | 
ad a you may not have sold stokers before, you “upside down” made possible by 
10use may be able to qualify, may secure a patron gesenla. pene gee 
valuable Link-Belt stoker sales franchise, and many other cclling features, 
ta for present and post-war stoker merchan- 
sylla- dising. DON’T DELAY! 
te Your territory may be open today. 
Web- LINK-BELT ENGINEERS HELP YOU, TEACH Some Link-Belt distributor and 
four- dealer territories are now open. 
YOUR ORGANIZATION These are being filled rapidly. So 
" but don’t delay—wire or write at once to 
Eng- To assure your success, Link-Belt engi- 
ritory neers give you exceptional help, teach LINK-BELT COMPANY 
erator your men, help you make certain that Stoker Division 
a8 snstaliations are successful, show you how 2410 West 18th St. 
to build a permanent, profitable business P ‘ 
card, , Chicago 8, Illinois . 
tomer in your area. 2624 
sales- 
ee fo LINK-BELT STOKERS 
he "LAY THAT HAMMER DOWN"—Parodying the popular song hit, Philadelphia's M. E. ye 
aaa Arnold & Co., electrical repair specialists since 1897, aroused iderable nt Sa 
: with their recent window display. With no new appliances to sell, Arnold's have drama- 
‘ kind tized the repair and service departments of their business. The window, above, one of FUEL . . . MANPOWER 
Wat- @ series, is an outstanding example of the way this aggressive organization is selling its |. . . TRANSPORTATION 
electrical repair services. , 
SING B ELECTRICAL MERCHANDISING—JULY, 1944 PAGE 105 

















So the World won't beat a path 
to your door... al az ouce/! 


Why do so many folks wait until a heat wave arrives before they 
make a move to get their electric fans in shape? Bet you’d like 
the answer to that one, too! 


Not knowing the answer, but determined to do what we can to 
keep you from being swamped with repair work, we are asking 
people to give you and themselves a break this summer. 

Planning just a bit ahead will help a lot. We’re planning to pro- 
vide you with the best fans ever, just as soon as we finish our 
wartime job of building stabilizers and automatic pilots for the 
Norden Bombsight System. Robbins & Myers, Inc., Fan Sales 
Division, Springfield, Ohio. 


FOR REPAIR PARTS OR REPAIR JOBS DONE FOR YOU, GET 
IN TOUCH WITH US OR THE NEAREST R & M BRANCH. 





EAST: MIDDLE WEST: SOUTH: 

NEW YORK CHICAGO DALLAS 
200 Varick St. 2400 W. Madison St. 1100 Cadiz St. 
PHILADELPHIA KANSAS CITY NEW ORLEANS 


401 N. Broad St. 215 Pershing Road 116 Arlington Dr. 
WEST: SAN FRANCISCO, 237 Rialto Building 


CANADA: THE ROBBINS & MYERS CO. OF CANADA, LTD., Brantford, Ont. 
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In the South Pacific, with the Air Force, only a couple of truly inventive sergeants 
could hatch anything like this—a washer made from salvaged plane parts and an 


old oil drum. 


Washing Machine 
—Jungle Style 


T doesn’t carry the trade name of a 

big manufacturer and it didn’t come 
out of an electrical appliance store. In 
fact it’s seriously doubtful that the little 
woman would proudly show it to her 
neighbors.—But to some members of 
the “Sun Setters” P-38 Lightning 
fighter squadron of the 13th AAF in 
the South Pacific, it’s the very latest 
thing in washing machines. 


Motor and Alil 


Strictly a jungle invention of Master 
Sergeant Kermit Carnes, Richmond, 
Ky., engineering chief, and Staff Ser- 
geant Metro Wartella, Pottsville, Pa., 
a mechanic, “it” is a hand-built wash- 
ing machine. And “it” actually is 
motorized. 

A salvaged P-38 nose wheel became 
the agitator. Provision was made so 
it could be removed for cleaning and 
oiling. An old gas drum was convert- 
ed into a tub for this latest in washer 
styles by cutting out the center section 
and welding the two ends together. 
The cover is a gas drum end to which 
was welded a handle. To give it a 
tight fit when in place, some old rubber 
was cut into strips and fitted around 
the outer rim. It’s a neat affair, so the 
boys say. 


A Wringer, Too 


A small gasoline motor, salvaged 
from a discarded portable gasoline 
pump, saved the day on the power 
front. The washer’s base easily was 
turned out of scrap aluminum and the 
rotator attachment from motor to 
agitator was made from salvaged parts 
of a P-39 Airacobra landing gear box, 
some turnbuckles and P-39 Lightning 
oil flaps. 

The wringer problem was solved 
when the inventors located a discarded 
washer which had been shipped over- 
seas two years ago and long since 
broken down in hard service. The 
wringer, fortunately, needed but minor 
repairs. 


No Robot Washwoman 


Yes sir Sergeants Carnes and War- 
tella and their buddies among the “Sun 
Setters” linemen now enjoy all the 
laundry conveniences of a modern home 
—almost. They haven’t yet been able 
to invent a robot washwoman to run 
the machine. 


JULY, 


Railroad Radio 
Makes Bow in Chi 


Mile long railroad trains began 
chuffing in and out of Chicago in June, 
equipped with two-way frequency 
modulation radios, similar to those em- 
ployed in airplanes. 

Even on the first “Spud” special 
from California, the two-way system 
proved its worth. A brakeman on a 
passing freight train held his nose— 
a signal for a hot box—and a man in 
the cupola on the caboose telephoned 
the engineer. Only 3 minutes time 
was lost while under the old system 
at least 20 minutes would have been 
used up, with probably a lot of other 
trouble. 

The Santa Fe R.R. employs the same 


type of instrument as the radio divi- . 


sion of the Bendix Corporation in- 
stalled in U. S. war plants. Officials 
said that ultra high frequency sets 
were satisfactory even when line-of- 
sight communication was disrupted by 
curves in the mountains. Also it was 
found that high tension power lines 
paralleling the tracks did not notice- 
ably interfere with operation. 





Radio will be used when equipment 
becomes available not only for cab- 
caboose communication but for direct- 
ing working crews in yards, and for 


dispatching purposes, according to 
Fred G. Gurley, Santa Fe vice presi- 
dent. 

Rock Island trains are employing 
radio developed by the Motorola Divi- 
sion of the Galvin Mfg. Corp., under 
the direction of Marion Bond, Moto- 
rola engineer. ~ 
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Falls Lead Causes of 
Accidental Death 


CCORDING to Metropolitan Life 

Insurance Co., which keeps statis- 
tics, falls are the leading causes of ac- 
cidental death, now that the number 
of motors on the road have been re- 
duced. Under 5 years of age, fatal falls 
out of bed and windows and from bal- 
conies and porches are not uncommon. 
From 5 to 14 among boys die of acci- 
dents from falls from trees and roofs 
come into prominence. Falls from 
swings, piled lumber or down steep em- 
bankments are common. 

From 15 to 64 the hazards of indus- 
try cause most of the falls, such as 
tumbles from ladders, scaffolds and 
roofs and generally falls in building 
construction. But the highest propor- 
tion of deaths, 26.2 and 32.5 percent 
among females respectively are caused 
by falls on stairs and steps. Among 
women the proportion of death from 
falls on floors, 26.5 percent, is almost as 
large as falls on steps. But among 
men only 6.5 per cent of the deaths are 
from falling on the floor. Falls on the 
street cause 12.7 percent and 9.1 per- 
cent of deaths of men and women 
respectively. 

Stair accidents are often due to poor 
lighting, defective or missing handrails, 
loose rugs at the top of the stairs, 
worn treads or covering, toys or other 
objects left on the stairs, or steps worn 
slippery or coated with ice. Falls on 
floors come from objects left lying 
around, furniture, waxed floors, unan- 
chored rugs and puddles of water or 
oil. 

On streets open cellar doors, uneven 
pavements, greasy or wet sidewalks, 
ice and snow contribute their share. 


Huge Appliance 
Backlog in St. Louis 


A backlog of demand for thousands 
of major and small electrical appliances 
exists in the territory served by the 
Union Electric Co. of Missouri, accord- 
ing to the results of a recent survey 
of electrical home needs by the Resi- 
dential Service Staff of the utility. 

Highlight of the survey, which was 
conducted by interviewing 6,500 house- 
wives and then projecting the result 
to the total number of residential cus- 
tomers served by the company, showed 
that the following number and type of 
appliance were wanted immediately : 


Washing machines ........... 27,347 
Vacuum cleaners ............. 24,144 
Reteigeraters .... 6.06. .cesces 11,415 
Electric mixers ............:... 10,840 
ne lee ree 10,758 
Electric roasters ............. 11,662 
eer 28,907 
Other appliances .......... .. 25,000 


In addition, until numbers of elec- 
tric ranges were on the wanted list of 
the housewives interviewed, the survey 
remarking “every housewife wants one 
it seems.” 

The survey was a joint operation of 
the Home Service Division (in cases 
where the homes had electric ranges) 
and of Residential Service Division 
representatives. 
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100% evectriricATION 
Our GOAL! 


oOo" HUNDRED PER CENT ELECTRIFICATION has always been Puget 
Power's goal T hed compas 


ow territory s more 





_ Yaw few ue ot tee Pere Poagie Set Lnjoying Cleat Service Ft Gut Thin Geeetionste. 
RURAL ELECTRIC DEVELOPMENT QUESTIONNAIRE 
































A POST WAR PLAN WITH THREE OBJECTIVES 
A Comptes the ot of making ths # \G0% elecerited aren 2 Prowite poste employment 


B Ad us Manemur development of this teritony 


PUGET SOUND POWER & LIGHT CO. 











Typical quarter page ad being used by 
Puget Sound Power & Light Co. in coun- 
try newspapers. 


Goal—100 Per Cent 
Electrification 


HE territory served by the Puget 

Sound Power and Light Co. in 
western Washington boasts that it is 
the most highly electrified of its kind 
anywhere today, more than 95 percent 
of all homes and farms being served 
with electricity. With the announced 
aim of making this a 100 percent elec- 
trified area, of providing post-war em- 
ployment and of aiding in the maxi- 
mum development of this region, the 
utility is making a survey of all farm 
areas. 

Because of transportation difficulties 
and the shortage of personnel, the in- 
formation is being sought through the 
agency of the rural press. A quarter- 
page advertisement has been designed 
to appear in country papers, which ex- 
plains the company’s aim of complete 
rural electrification and includes a 
questionnaire which those not now en- 
joying electric service are asked to fill 
out. The form calls for name, address 
and location, with a space for a sketch 
map to show the exact position of the 
farm in the section and its relation to 
the nearest public road. 

The farmer is asked also to state his 
principal agricultural product (as: 
dairying, poultry, berries, grain, pota- 
toes, ett.) and to give some idea of the 
electrical equipment which he plans on 
using when electrification is available. 
It is made clear that this is not an 
application for service and that no 
obligation on his part is entailed. As 
most farms not now enjoying electric 
service are eager to possess this con- 
venience, it is expected that the num- 
ber of replies will be gratifyingly large, 
thus providing uptodate information 
upon the basis of which postwar plans 
may be formulated. 
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A TWENTY-FOUR STORY 
MARKETING MACHINE 


Most machines make merchandise, but this one 
was planned for sales and distribution, designed 
to bring your products to the attention of buy- 
ers from coast to coast. This is The Merchan- 
dise Mart—Number One “‘marketing machine”’ 
of the nation. 


Here is a twelve month market centered in a 
trading area which produces more than 50% of 
the country’s retail sales. Here are unequalled 
facilities for spotlighting your line before a 
year-round parade of retail merchants. Buyer | 
traffic to The Merchandise Mart totals 400,000 
visits annually! Here you can cut distribution | 
costs—yet multiply your buyer contacts in this 
friendly, cooperative environment. 


Significant to forward-thinking manufactur- | 
ers is the fact that many of the country’s most 
important buying organizations have opened and 
staffed permanent buying offices within this 
building. 


Though little display or office space is current- 
ly available you will plan wisely in making this 
great marketing machine an essential factor in 
your postwar plans. 








INTERNATIONAL 
HOME FURNISHINGS 
MARKET - July 6-15, inclusive 















} 


THE MERCHANDISE MART 


The Retailer’s Department Store + Wells Street at the River 


CHICAGO 
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ELECTRICITY 


FOR ANY JOB-ANYWHERE 





















@ For a dependable source of electricity on 
projects remote from commercial power, Onan 
Electric Plants are proven leaders in the field. 
More than half of the Armed Forces’ total re- 
quirements for Power Plants are built by Onan. 


Gasoline driven...... Single unit, compact de- 


Pee Sturdy construction....... Suitable 
for mobile, stationary or emergency service. 


35,000 watts, 50 to 800 cycles, 115 to 660 volts, 


Over 65 models, ranging in sizes from 350 to 


A.C.—6 to 4000 volts, D.C.—Also 
dual A.C.-D.C, output types. 


Descriptive literature sent 
promptly on request. 


D. W. ONAN & SONS, 
Minneapolis 5, Minn. 
3229 Royalston Ave. 
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Top light” Profit Opportunity ts Youns- 
wkieMew 
fib 

CABINET MODEL 
Magazine Heater 





NOW... 


super-efficient KOL-GAS Heaters in a 
choice of four beautiful modern Cabi- 
net Models. 

These units are packed with eye-appeal 
and exclusive KOL-GAS features en- 
able customers to see and understand 
the many so ame advantages. 





7 ret us Beate 







2) LES Pe mo 


helena ale ae ED 


you can offer your customers 








Wedel ‘he. 524¢-SD 


Super De luse Crcvietng M: 
Npoh Una wm carga nat Beater 
Heating Capacity 9,000-13,000 cw ft. 


Sell KOL-GAS in these beautiful new Cabinet 
Models . . . enjoy satisfactory profits and build 
lasting customer good-will. For details, write 
Dept. E.M. 


Only Kol-Gas with Scientific ‘‘Fuel-Saving Heat- 
Booster’’ offers ALL these advantages: Cokes the coal, 
then burns the gases with intense heat. Saves 1/3 fuel. 
Heats all day and night on one fueling. Provides 
BOTH radiant and circulating heat. Longer fire travel 
adds 50% more radiating capacity, 60% more circulat- 
ing capacity. 
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Washers in Greatest Demand 





All of those who said they would 
buy or build a new house were asked 
how much they expected to spend for 
it. The answers, showing considerable 
variation, are summarized in the table 
below. 

Most of the families reporting that 
they would buy one or more appliance 
items immediately would buy out of 
current income. A total of 76 percent 
said that they would buy out of earn- 
ings (45 percent) or on installments 
(31 percent). Only 18 percent indi- 
cated an intention to use savings to buy 
the item they wanted. The others 
said “It depends” or “Do not know.” 

The total number who would buy 
out of savings does not vary greatly 


| from item to item but, as might be ex- 


pected, the number who would buy on 
installments tends to increase as the 
item becomes more expensive, OCR 
said. Thus 57 percent would expect 
to buy a wood or coal cooking stove 
on installment while only four percent 
would want deferred payments to buy 
an electric toaster. 

Among the 56 percent of all families 
interviewed who would not’ buy any of 
the appliance items immediately, 77 
percent said either that they did not 
need the item or that they had one 
in satisfactory condition, and 12 per- 
cent said they did not have enough 
money. Only one percent of this group 
gave waiting for improved models as a 
reason for postponing purchase. 

The 44 percent who would buy one 
or more items right away if available 
were asked, in reference to their first 
choice, “Are there any reasons you can 
think of why you might wait a while 
before buying, even if there were 
plenty now?” Sixty-two percent said 
they had no reason for waiting, while 
38 percent expressed some reservation 
when thus asked to reconsider their 
buying plans. The most important 
reservation, accounting for about half 
the total, was that they might not have 
enough money or prices might be too 
high. Another quarter of those who 
wanted to buy but haa reservations 
said that they might wait for an im- 
proved model. Tabulations of these 
reasons for expressing reservations are 
not yet available item by item. 
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Reason for Choice 


The families expressing a desire to 
buy one or more of the items if plenty 
were available were also asked why 
they needed the first-choice item at 
once. For all first choices, regardless 
of item, 42 percent said they needed 
a new one because their old one was 
unsatisfactory and 56 percent wanted 
the item because they did not have it. 
These percentages varied considerably 
from item to item. Among those for 
whom washing machine was the first 
choice, only 29 percent had an old one 
that was unsatisfactory, while 69 per- 
cent have none now but want one. 
Moreover, within this 69 percent more 
than one-third gave “Difficulty with 
Services” as the reason for needing a 
washing machine. In contrast, 49 per- 
cent of those who named radio as their 
first choice wanted to replace an old 
one, 46 percent have none but want 
one, and five percent say that perhaps 
they don’t really need one after all. 
This indicates that nearly one-half of 
the existing radio market as estimated 
above comes from families which now 
have no radio, and half of these report 
that they can afford one for the first 
time. 

Interviewing was carried out by the 
Special Surveys Division of the Bu- 
reau of the Census in 68 counties or 
pairs of counties selected as repre- 
sentative of the whole population of 
the United States. This sample, de- 
signed originally for the Monthly Re- 
port of the Labor Force, has been 
checked and cross-checked in a con- 
siderable number of different ways and 
is considered highly reliable, according 
to OCR. 

So far as the representative char- 
acter of the respondents and the num- 
ber of interviews are concerned, the 
survey results may be regarded as ac- 
curate within a very small margin of 
error. The responses, however, indi- 
cate only the intentions and attitudes 
of the respondents at the time they 
were interviewed and therefore do not 
reflect the size of the potential market 
under conditions which will prevail 
when the various items covered are 
actually back in quantity production, 
OCR pointed out. 





WHAT PEOPLE WILL PAY FOR HOUSES 








Number in 
Amount Expected to be Paid Survey Percent Estimate 
Total Who Would buy or build... . . 441 100 3,684,996 
Less than $1,000.............. 41 9 342,596 
See 47 11 392,732 
$2,000-$2,999............... 29 7 242,324 
$3,000-$3,999............... 59 14 493,004 
$4,000-$4,999............... 46 10 384,376 
$5,000-$5,999............... 52 12 434,512 
$6,000-$6,999 37 8 309,172 
$7,000-$7,999............... 17 4 142,052 
$8,000-$8,999............... 14 3 116,984 
$9,000 and more.............. 20 4 167,120 
Not ascertained............... 719 18 
Average cost expected......................- $4,411.60 
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SURFACE 
WIRING 
DEVICES 


Can Be Used with Braidx, 
BX or Cleat Wiring 


For Quick 
New Wiring or 
Wiring Extensions 


These sturdy, good looking 
Textolite devices are ideal for 
use with cables hidden or ex- 
posed in farm buildings, cot- 
tages, garages, warehouses, 
industrial buildings, military 
buildings, etc. Knockouts in 
ends, sides and backs enable 
them to be end connected, 
side connected (cleat wiring) 
or back connected for con- 
cealed wiring. Your custom- 
ers will like them. 


For further information, see 
the nearest General Electric 
Merchandise Distributor or 
mail the coupon. 








Approved by the Underwriters’ 





General Electric Company 
Section D742-28 : 
Appliance and Merchandise Dept.. 
Bridgeport, Connecticut 

Sirs: Please send me information on 
Moncor Surface Wiring Devices. 


Name... 





Address 
City 





State 






















Hear the General Electric radio pro- 
grams: “The G-E All Girl Orches- 
.M. EWT, C. 


“The World Today” news every 
weekday 6:45 P.M. EWT, CBS. 


BUY WAR BONDS 
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Home Front Booklet 
for Los Angeles 


USTOMERS of the Los Angeles 

Bureau of Power and Light are 
receiving copies of a little conservation 
booklet entitled “The Home Front.” 
Although primarily designed to aid the 
war effort by encouraging the proper 
care and use of home appliances, its 
pages include also considerable infor- 
mation which will be of direct sales 
benefit in the post-war period. The 
very fact that appliances are now 
irreplaceable serves to emphasize their 
value and advantages in the minds of 
their owners, leaving them in the frame 
of mind to purchase more when the op- 
portunity is again available. 

The booklet contains a brief state- 
ment of the importance of adequate 
wiring with a model wiring diagram 
and also lists some of the services 
which the householder receives from 
his electrical equipment at the cost of 
only 1 cent for electricity. There fol- 
lows a detailed discussion of each of 
the familiar home appliances, covering 
most of the eventualities which may 
arise and answering the usual questions 
asked. At the end of each statement 
is space for the customer to enter the 
make of the particular appliance he 
owns and to note the telephone num- 
ber and address of the nearest factory 
service station where he may have it 
repaired. Once filled out, the book thus 
becomes a personal record and one 
which must be preserved and kept con- 
veniently at hand for reference when- 
ever repairs may be needed. 


At the end of the book are detailed | 


instructions on the handling and repair 
of cords and directions for the tracing 
of circuits and the replacement of fuses. 
The last page lists the various services 
rendered by the Bureau for its custom- 


ers, with the telephone number to be | 


called to obtain the information desired 
in any case. These cover such items 
as additional information on individual 
appliances, list of dealer repair serv- 
ices, inventory of dealers’ stocks (for 
the purpose of furnishing information 
as to where, if at all, appliances can 
still be purchased), range wiring in- 
formation, kitchen planning help, ade- 
quate wiring advice, home lighting 
recommendations, educational pro- 
grams furnished clubs, and home serv- 
ice advice on food values and food 
preparation. 


Nancy Finch on Her Own 


Nancy Finch, nationally known for 
her constructive work while home serv- 
ice director and assistant domestic 
salesmanager for the Utah Power and 
Light Co., has resigned her position 
with that company and has opened a 
business of her own in Salt Lake City 
under the title “Business aid.” 

Miss Finch plans to continue to do 
home service and home economics work 
for a number of clients and will also 
offer stenographic, accounting, book- 
keeping and other business assistance 
to local firms or visiting manufactur- 
ers’ representatives or salesmen in 
need of office help. She will continue 
to serve Utah Power and Light as a 
consultant and will conduct that com- 
pany’s fall radio program. Her office 
is in the First National Bank Building, 
Salt Lake City. 
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True to its name, the Oasis 











Electric Water Cooler means 
dependable, healthful, satis- 
fying relief from thirst. Its 
constant supply of sanitary, 
refreshing, correctly cooled 
water is delivered through 
the patented bubbler in the 
most convenient splash-free 
flow attainable. And its low- 
cost performance is under- 
written by EBCO’s 20 years 
of pioneering leadership in 
the electric water cooler field. 
Every OASIS cooler is built 
in EBCO’s modern plant fea- 
turing the most advanced 
equipment and up-to-the- 
minute production-line meth- 
ods. Write for details. 
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FREE ENTERPRISE 


The Obligation of Management and Labor to Cooperate...in War...in Peace 





The Invasion is on! We have unleashed our full 
might for military victory. We have confidence that 
our great strength will bring success. We are strong 
because we have achieved unity in mobilization and 
in combat. 

Though victory appears assured, we cannot rest 
until we have done everything in our power to 
speed the day when death and destruction are 
halted. 

The home front is an important factor in this 
time element, for the fighting power of our Armed 
Forces depends upon their weapons. Napoleon’s 
army fought “‘on its stomach” — man against man. 
Eisenhower's men fight on their tonnage — tanks, 
artillery, machine guns, heavy bombers. 

As never before in the long succession of wars, 
the legends of heroic deeds on the battlefronts in this 
world conflict will be paralleled in history by the 
great accomplishments on the production fronts. 
Along with these heroic achievements of our Armed 
Forces, the world will long remember the record 
of our production accomplishments which have 
made us the strongest military power in the world, 
as well as the arsenal of democracy. 

As the conflict reaches its climax, as battles grow 
fiercer and more destructive, our responsibility be- 
comes greater and more critical. We must coordi- 
nate our productive efforts with the same ingenuity 
and the same precision with which our Armed 
Forces have coordinated theirs. We dare not waste 
the productivity of a single man or machine in 
these critical days. 

As our landing craft are discharging our fighting 
men on the beaches of Europe and the Pacific, they 
must not want for equipment. No interference 
with war production for any reason can be justified. 
There must be no picket lines in America! 

The landing of American troops in France vir- 
tually has stopped all strikes in the United States. 
This is important and encouraging news because 
the prelude to Invasion, unfortunately, has been an 
epidemic of strikes. ‘Time lost through strikes, dur- 
ing the first four months of 1944, was double that 
lost during the same period last year. April saw more 
strikes than any other month since Pearl Harbor, 
and in May the record again was broken. Here is 
what happened within two weeks in May: 

Nine thousand men in six Chrysler plants in Detroit were 

out when a jurisdictional dispute in a “soda pop” war be- 

tween the American Federation of Labor teamsters and the 

Congress of Industrial Organizations fired their discontent. 

A three-day sit-down strike occurred among 950 employees 

in the B. H. Aircraft plant over the refusal of the company 

to discharge a superintendent unsatisfactory to the union. 

Thirteen hundred men in the Chevrolet transmission and 

axle plant at Saginaw struck over a no-smoking rule and a 

change in shift-starting time. 

Two thousand employees at the Browne and Sharpe Manu- 
facturing Company walked out when a woman was hired 
to fill a job long held by a man. 

Production of penicillin, blood plasma, end other medical 

supplies was halted at two Detroit plants of the Parke Davis 

Company as 1900 employees struck for a ten-cent raise. 

Over 25,000 lumber workers in the Pacific Northwest 

struck because the War Labor Board denied their demand 

for a wage increase. 
At the end of the third week of May, 70,000 workers 
in 26 plants in Detroit were idle because of strikes. 

Strikes in Detroit alone reduced production as 
much as a moderately successful German air raid 
would have done. Far more important than their 
effect on output is the effect of strikes upon national 
unity and morale. To our home front and to our 
Armed Forces, strikes belie our pledge to back the 
attack with all the power at our command. Hence, 
strikes limit our all-out war effort. 

Prompt and decisive action is needed to keep 
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America free from strikes for the remainder of the 
war. Stoppages of work on the production lines 
cannot be condoned while lives are being lost in 
fighting the enemy. 

Most union leaders realize this need and are pre- 
paring to impose discipline upon their members 
who violate the no-strike pledge. The Warehouse 
Division of the International Longshoremen’s and 
Warehousemen’s Union (C.1.O.) recently de- 
clared: “Strikes in this time of war are treason 
against the nation and betrayal of the interests of 
labor.” A message sent by William Green to all 
heads of American Federation of Labor unions 
stated: 

“D-day is here. From now on until Hitler is finally crushed, 

every worker enrolled in the army of production must con- 

sider himself a part of the invasion forces of the United 

States and conduct himself accordingly. I call on you in 

the name of the American boys who are risking their lives 

under enemy fire to maintain uninterrupted production 
under any and all circumstances. Until victory is won every 
worker must give the same all-out service that our Armed 

Forces are giving on the field of battle.” 

Strongest of all was the appeal of R. J. Thomas, 
president of the United Automobile Workers, to 
members of his union: 

“Our union cannot survive if the nation and our soldiers 
believe that we are obstructing the war effort . . . there can 
be no such thing as legitimate picket lines . . . I appeal to 
our membership. If you value your union, if you want to 
live and serve after the war, we must restrain ourselves 
and our hot-headed brothers today. If we do not, there will 
be no union after the war.” 


Union officers are entitled to vigorous support 
from management and government in their eftorts 
to prevent strikes. Behind many a strike is an accu- 
mulation of unsettled grievances. Managements are 
overworked, and many union shop stewards are new 
and inexperienced and do not always do their part 
in turning down cases which lack merit. Both of 
these conditions make it easy for large backlogs 
of unsettled grievances to pile up. A special drive 
to clean up unsettled cases and to prevent new 
accumulations of them is one way by which man- 
agements and local union officials can help shorten 
the war. 

The government too has a contribution to make 
to the prevention of strikes — both through the 
prompt disposal of disputes and through firm action 
against the leaders of strikes. The National War 
Labor Board and the Regional Boards are disposing 
of over five thousand cases a month and have made 
an excellent record in reducing their backlogs. 
Nevertheless, the boards still have many old cases; 
and about one out of four strikes has been an effort 
to get action from one of the labor boards. The 
boards are entitled to cooperation from employers 
and unions in keeping down their docket. In in- 
stance after instance, cases are dumped in the lap 
of the board before the union and employer have 
made a real effort to get a meeting of minds and to 
work out settlements. 

In the present emergency, strikes are an expres- 
sion of the lack of adequate understanding and 
team work between unions and management. Any 
future great upsurge in industrial strife likewise will 
be due to misunderstanding. After this war this 
country must not go through another “1919” when 
the time lost from strikes reached an all-time high. 
With 13 million workers, or almost half of the non- 
salaried employees of the country, in trade unions, 
the power and prestige of unions is greater than ever. 
The long-run prosperity of the country requires 
that business and labor learn how to cooperate in 
supporting the policies which produce the largest 
possible profits and the largest possible payrolls. 


Although business is primarily interested in the 
largest possible profits, and labor is primarily inter- 
ested in the largest possible payrolls, both objectives 
call for the same basic conditions. Payrolls depend 
upon the prospects for profits. If bad relations be- 
tween business and labor or unwise public policies 
cause employers to take a pessimistic view of the 
outlook for profits, both employment and payrolls 
will be depressed. 

Individual unions and individual employers al- 
ways will have differences over wages and hours and 
the status of labor in particular plants or in par- 
ticular occupations. Some disputes on such issues 
are inevitable, but resort to arbitration and calm 
intelligence can help greatly in avoiding strikes in 
the long run. Cooperation between labor and man- 
agement is an economic necessity. In our kind of 
economy, payrolls and profits both depend upon the 
willingness and the ability of business and labor 
to work together in creating the conditions under 
which enterprise flourishes. 

The foundation for intelligent and effective co- 
operation must be accomplished by skillful and 
imaginative managers in plants throughout the 
country who are willing to help unions with their 
problems, and who are able to interest union lead- 
ers and their members in the problems of business. 
Union members and their leaders are keenly inter- 
ested as a rule in the efforts of management to 
win new markets. They know that jobs depend 
upon the success of managements in improving the 
product, adding new items to the line, and, less 
frequently, cutting costs and prices. Employees like 
to be kept informed about what management is 
doing, what problems it is meeting, and what suc- 
cess it is having. Most of all, they like to have an op- 
portunity to contribute their ideas and suggestions. 

The recent epidemic of strikes should not blind 
us to the fact that even today there are more plants 
where managements and unions are on good terms 
than ever before in the country’s history. Consider, 
on the one hand, the extensive and constantly 
growing efforts of unions to train and develop shop 
stewards and, on the other hand, the efforts of 
employers to teach foremen how to carry out the 
new responsibilities imposed upon them by union 
agreements. Unions and managements together 
are learning how to operate together such technical 
devices as time study and job evaluation. Manage- 
ments which, several years ago, opposed the provi- 
sion of umpires to interpret union agreements and 
to settle deadlocked cases today are taking the lead 
in suggesting such arrangements. 

The war is reaching a crisis, and all groups in the 
country must be aware as never before of their com- 
mon interests. This presents an opportunity which 
should be seized to lay the permanent foundations 
for more effective team work in American industry. 
Let history record that the days when Europe was 
being liberated also were the days when unions and 
employers were making unprecedented progress in 
preparing American industry for the return of the 
service men by developing policies of cooperation 
between business and unions. Such cooperation 
will help achieve a peace worthy of our efforts and 
our sacrifices. 
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Anyone could get in the business and 
at the time of the war there were 
around 210 firms making them. The 
net result was an item which was 
shoved down in price before the coun- 
try was sold on it. There remained no 
money with which to pay salesmen, 
with which to run advertising cam- 
paigns and make folks want it. The 
average price before the war shut down 
was around $225 for the country, in- 
| stalled with controls. About 20 per- 
cent of the business was done by mail 
) order companies, notorously low-priced 
operators. Thirty five members of the 
Stoker Manufacturers Association 
were said to be doing about 95 percent 
of the stoker volume. Today, with the 
war on there are approximately 55 
companies active in the stoker field, 
and it is estimated there are about one 
million stokers in use in the country, 
not enough to stir up a really big 
demand for them.” 


Stoker Coal Prices 


A kick in the pants the industry is 
suffering from is the fact that coal com- 
panies have jacked up the price of 
stoker coal until today it costs virtually 
as much as any other kind. A decade 
ago the stoker people had a great econ- 
omy story because they could point out 
the stoker burned inexpensive slack. 
Another handicap has been the failure 
of coal mines to treat their coal prop- 
erly since the war started with the re- 
sults that homes owning stokers are be- 
fogged with. dust and disgusted. An- 
other drawback is the fact that the 
| stoker installation in the home is about 
the highest initial investment that can 
be made, and since 85 percent of our 
nation’s homes are built by speculative 
builders who are looking for low initial 
investments, this operates against them. 
Then, too, the coal stoker, while giv- 
ing an early morning warmth so ap- 
preciated by people, nevertheless does 
not supply completely automatic heat. 
You have to put in coal and take out 
ashes except in the most expensive 
jobs. Furthermore, you cannot go 
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That Utilities Advertise Stokers 





away and let the stoker run unattended 
for more than a day or so. 


Coal a Familiar Fuel 


High first costs, non-automatic qual- 
ities, no great economy story—even 
though it still is cheaper than oil or 
gas—dirty fuel, all hurts the stoker’s 
opportunity today. On the bright side 
of the ledger, however, is the fact that 
it deals with coal, something that 
people are very familiar with and ac- 
cept readily. Furthermore, any stoker 
can be operated as a hand-fired propo- 
sition in case the power goes off. Its 
greatest market, think the experts, is in 
replacing hand-fired furnaces, of which 
there are a great number in the coun- 
try. On new installations, the chances 
are that gas will continue to make in- 
roads. Nevertheless, the stoker has 
some solid qualities that can be sold 
if properly advertised and presented. 
Owners nearly all swear by them and 
where a stoker is installed in the neigh- 
borhood, over a course of years there 
usually are a number more sold by 
word of mouth recommendation. 

From the utility standpoint, it is a 
fact that a stoker can compete success- 
fully with gas furnaces if properly sold, 
and uses quite a bit of electricity—say 
from 25 to 35¢ per ton of coal—on its 
own account. Moreover, it holds the 
door open for the electric cooking load 
and in mosts cases for the water heat- 
ing load, although some stokers are 
rigged for summer water heating. 

While the electric industry plans 
what it is going to do after the war, 
you must remember that other fields are 
also active. There is talk of convert- 
ing the ‘Big Inch’ line which is now 
conveying oil to the East so that in 
addition it will carry natural gas when 
the war is ended. This is considered a 
threat to the consolidated Edison in 
New York City as it would have to 
scrap its artificial gas generating setup. 
The oil burner people as well as the gas 
utilities are certain to come out with 
very vigorous campaigns at the close of 

(Continued on next page) 
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“THAT HANDSOME MR. VAN CLEVE WANTS HIS TOASTER FIXED. 
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HOME-FREEZERS 


Distributors for Freez-All Home Freezers are now being fran- 
chised all over America. Freez-All features, beauty and 
plans are far advanced, and a careful reading of Freez-All 
literature will substantiate this statement. If you have not 
yet sent in a request for informa- 
tion on Freez-All, we invite you to 
do so. Prices, discounts, pictures, 
models will be sent immediately. 
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FOOD CABINET 


FREEZ-ALL Home Freezers and PELCO 
Beverage Coolers are manufactured by 
Refrigeration Division, Portable Elevator 
Mfg. Co., Dept. 974, Bloomington, IIli- = 


Bloomington, til 
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National ADVERTISING 
Generous PROFITS 


AT YOUR JOBBERS—NOW! 
HILL-SHAW CO., CHICAGO, ILL. | 
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MAKE EXTRA SALES AND PROFITS 
WITH PAST HEATER CUSTOMERS... 


ADD THERMOSTATIC 
Y, 


TEMPERATURE CONTROL 
Here’s Important 


Those customers of yours, who 
have purchased circulating heaters 
equipped with A-P DEPEND- 
ABLE Oil Controls, can now ob- 
tain completely AUTOMATIC 
TEMPERATURE CONTROL! It 
will mean substantial fuel savings, 
greater convenience, more uniform 
heat, greater comfort—and greater 
satisfaction from their heater. 





A-P’ Model 240-ED Thermostatic Heat Regulator Con- 
version Set—for new automatic temperature control con- 
venience and economy. 


It's your opportunity for many EXTRA sales and profits—selling and installing 
the A-P THERMOSTATIC Heat Regulator Set on every one of these heaters. 
This conversion set is simple to install. Just mount the conversion unit on the 
present A-P control, connect to wall thermostat and transformer. No priorities 


are needed. AUTOMATIC PRODUCTS COMPANY 


2400 N. 32nd STREET © MILWAUKEE 10, WIS. 


DEPENDABLE 


OIL CONTROLS 


Offer your heater customers the 
fuel-saving benefits, the pleasure 
and convenience of A-P Thermo- 
static Temperature Control! Write 
for bulletin and prices TODAY! 
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CHROMALOX 


The replacement range unit. A small 
stock, with clip-on adaptor rings — 


@ Fits all ranges 
@ Fits the needs of easy servicing 


@ Fits every condition of fine cooking 


Super 
Speed range units and 
ports ovailable with 


Chromolox 


ovt priority—under 
WPB Order 1-65. 


EDWIN L. WIEGAND CO. 


7525 Thomas Blvd., Pittsburgh 8, Pa. 
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Stokers 
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the war, and the electric utility must be 
on its toes if it is to hold its one big 
source of postwar load—the residential 
customer. 

The gas utilities were already sub- 
sidizing the use of gas-burning equip- 
ment, before the war, Marc G. Bluth, 
secretary of the Stoker Manufacturers 
Association, said. For example, in 
Chicago, the heating contractor got $75 
for every gas job he put in residences. 

The history of the utility cooperation 
work in the stoker field is good. The 
Kansas City Power & Light Co., the 
Utah Power & Light Co., the West 
Penn Power & Light Co. of Pittsburgh, 
have all done things in this direction 
already. The Kansas City Power & 
Light Co. campaign was particularly 
successful, although the five-year 
financing was considered too long in 
the opinion of the stoker people. 


Seasonal Appeal 


Moreover, the stoker actually fits 
very nicely into the category of the 
utility’s ally, the electrical dealer. Like 
other appliances sold over a long 
period of time, it is being observed that 
there are certain times of the year 
when it has a natural season regardless 
of sales pressure. This tendency of 
appliances to attach themselves pleas- 
ingly in the human calendar has been 
observed before. With the stoker it 
appears that August, September and 
October are peak months for sales. In 
the depression year of 1932 stoker sales 
jumped from 636 in July to 2,298 in 
August, 1933. In 1941 they jumped 
from 26,453 in July to 28,731 in 
August. That was a boom year. Take 
1939 as a better example. In that year 
stoker sales jumped from 9,614 in 
July to 15,209 in August, and kept 
above 20,000 sales for August, Septem- 
ber, October. From this it would ap- 
pear that the one line dealer who sells 
nothing but stokers is destined to go 
the way of the exclusive washing 
machine store, or exclusive electric 
refrigerator store. Stokers have a 
seasonal pattern and as a result fit into 
an electric appliance retail store very 
nicely. 


Conclusion 


In conclusion, it does not appear as if 
the coal. miners association, the 
Bituminous Coal Institute, realizes the 
threat of gas heating any more than 
the electric utilities do. The Bitumin- 
ous Coal Institute today is said to be 
spending $450,000 yearly in goodwill 
advertising, glorifying the idea of coal 
heating. The strategy is timely, says 
our informant, for the mines as well 
as the utilities, to get right in there and 
pitch to sell the country on the ad- 
vantage of coal stokers. The stoker 
industry cannot do this job. But the 
utilities and the coal mines, by speci- 
fically taking on the educational work 
of making the householder think and 
want semi-automatic stoker coal heat- 
ing, can do a great job in keeping a 
foot in the door for the future. 
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AFTER |/ICTORY 


@ No reconversion of factories nor educa. 
tion of markets will be necessary for Everhot 
after Victory. Our plants are ready for in. 
stant production, and the good name of 
Everhot is a living potent merchandising 
force in your trading area. The Swartzbaugh 
Mfg. Company, Toledo 6, Ohio. 


EVERHOT 
PRODUCTS 


ROASTERS ..HEATER . . APPLIANCES 





We Sewe the Entire USA. 


W/TH A COMPLETE MODERN LINE OF 


SPACE HEATERS 


USING ALL FUELS IN ALL PRICE BRACKETS 


Cole Hot Blast Space Heaters 

have National Consumer Accept 
ance, Finest Construction, 
Patented and Special New Fea 
tures. 
Cole Hot Blast Heaters are at 
tractively priced to compete 
favorably with all heaters on the 
market today. Write now for cate 
log illustrated in full colors. 


Manufacturers of 


GAS - OIL - COAL 
WOOD HEATERS 


GAS - OIL FIRED 
FLOOR FURNACES 





COLE HOT BLAST 
MANUFACTURING CO. 


3108 W. 51st Street, Chicago 32, Illinois 
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home to live in than the conventional 
home, they set about to prove that 
it can actually cost less to live better. 
Their example is based on a hypotheti- 
cal $4,000 house and here is the way 
they work it out: 
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The Dealer’s Stake in Post-War Home Building 





of $30.67 for a period of 30 months. 
Add this to his monthly payment on 
the house and you get $87.58 com- 
pared to $62.63. In many cases the 
latter figure would be the maximum 
for which FHA would approve him, 














Assumed Monthly 
Assumed Cost to Buy Cost to Live in 
Conventional G-E Conventional G-E 

OE isi is nan ieee ned $4,000 $4,000 
SS EE IEE ER PE 350 495 $8.00 $6.00 
Water Heater 
Ra ee ey 100 115 3.00 2.85 
a ee sais a Aah 8 60 90 50 
Cab. sink, diswashing, garbage...... . 60 375 3.25 .68 
RGR Rigen ae Sie 75 130 3.05 2.40 
STEEN ELE ECE ET Tee 115 135 1.50 1.00 
Er hee rer 40 12 

ME -ck pa ke CEOS eee oe 4,160 5,380 
Taxes, ins., maint. & Dep........... 17.35 17.48 
Te rere. 560 580 
de i spi cle alsa aang 4,200 4,800 
Monthly payment................. 24.40 27.89 24.40 27.89 
Total monthly outlay.............. 61.05 58.42 





In other words, over and above the 
cost of the home and the type of con- 
ventional equipment which would have 
to be purchased, General Electric com- 
puted that, with their complete equip- 
ment, only $600 difference is involved 
and an addition of only $3.49 to the 
monthly payment when it is written 
how much strain can be put on a 
washer, garbage disposal unit, kitchen 
$2.63 per month when the total monthly 
outlay is considered. 


Another Example 


Howard J. Scaife, manager of 
kitchen sales for Edison General Elec- 
tric Appliance Co., writing in Ameri- 
can Builder, gives us another example: 

“Let’s take a house that would, with 
the old-style stripped kitchen, sell for 
$7,200. It is supposed that the mort- 
gage is to be amortized over 20 years. 
To this we now add $800 to cover the 
extra cost incurred, at retail selling 
price, to add the new and modern cabi- 
net sink, range, refrigerator, dish- 
washer and garbage disposal. An ad- 
ditional down payment of about $100 


} will be required. 


“The monthly payment without this 
additional equipment would have been 
$56.91, including interest at 44 percent, 
FHA and fire insurance and taxes. 
With the extra equipment, the monthly 
payment would become $62.63, or $5.72 
more per month to purchase the com- 
pletely equipped home. 

“This fits ideally into FHA’s per- 
sonal credit requirements. FHA knows 
how much strain can be put on a 
man’s budget when it approves the 
purchaser. It has no control over his 
purchases after he is approved. Often 
he goes into the market and*buys this 
same new equipment. On the most 
favorable credit terms, he would pay a 
finance charge of $120.10, and he would 
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have an additional monthly payment 
the maximum he should spend without 
defaulting. ... ” 

Irving W. Clark, manager of the 
Better Homes Bureau of Westing- 
house, points out another aspect of the 
Complete Home Program from the 
standpoint of the electrical industry. 

“The electrical industry,” he said re- 
cently, “has never before experienced 
a ‘peak’ housing cycle. In the last peak 
period of the 20’s, aside from lighting, 
there was little or no electrical equip- 
ment that could be actively promoted to 
new homes. To be sure, electric refrig- 
eration was in its infancy—the electric 
range was sold in certain sections, 
but as far as being accepted as an essen- 
tial part of America’s housing program 
this 1940-1950 cycle is our first major 
opportunity. 

“A new definition of housing is nec- 
essary to a better understanding of the 
problem and its opportunities. Pre- 
vious standards are not adequate. Ac- 
tually, housing is the shelter for the 
heart of the family unit—the home— 
and the home of tomorrow must be a 
complete package of living.” 

“From the dealer’s standpoint, there 
is still another angle to the Complete 
Home Program which is definitely to 
his advantage. In the first place, the 
sale of electrical equipment to a single 
builder, or to a single house, for that 
matter, represents a larger sale in both 
units and dollar volume. At one stroke 
he sells a refrigerator, range, dish- 
washer, garbage disposal unit, kitchen 
cabinets—to say nothing of the water 
heater, home laundry, ventilating fan, 
etc. In the second place, one sale starts 
a movement right down the line. The 
original sale may be the starting point 
for anywhere from six to twelve sales 
to the same builder, depending on the 
number of houses he builds.” 

(Continued on page 115) 
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The high reputation of Voss Washers for 
reliability, performance and trouble-free opera- 
tion has not been acquired overnight. In 
1876, when Alexander Graham Bell invented 
the telephone, Voss Bros. Mfg. Co. was produc- 
ing the best washing machines of the times. 
Throughout the age of later inventions — 

the electric light, gasoline engines, automobiles, 
motion pictures, ‘airplanes and radio —Voss 
Washers have been in the forefront of research, 
development and improvement. The present 
outstanding Voss Washers with Electro-Safe Wringer (world’s 
safest), are not overnight developments, but the time tested 

result of 68 years experience. That is why dealers know that the 
post-war Voss Washer will not be “a flash in the pan.” 











Voss 


BROS. MFG. CO. pavenporr, 
Quality Washers Since 1876 


1A. 












, FORWARD poner 
Todaay i Xxx celite Jools 


“Take; for Example this Unique 


Xcelite 
"Combination Detachable" Screwdriver 


; @ Here’s just one of the many 
q XceLite “idea tools” which bring 
customer appeal to your tool de- 
partment. The XceLite “Combina- 
tion Detachable” Screwdriver is 
actually two screwdrivers in one 
—designed with a dual purpose 
shaft which fits into genuine 
shockproof, fire-resistant XceLite 
handle. Shaft has genuine Phil- 
lips blade at one end, standard 
XceLite blade at other. A fast-moving item! 
Also available in STUBBY size (3” overall 
length). Most XceLite Tools now available 
on satisfactory priorities—delivery neces- 
sarily delayed by war conditions. Details 
and prices on request. Write Dept. N. 


PARK: METALWARE CO., INC. 


U J ORCHARD PARK NEW YORK 


Back the Attack ... Keep the war bonds you buy! 











STUBBY 


LOVE 




















QUALITY TOOLS 
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PARTS, SERVICES & ACCESSORIES 


To Buy 




















/¥ 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


Aerobell—Boss—Gainaday—Laundry Queen 
Sunnysuds—Woodrow and Thirty Other Makes 
WRINGER ROLLS—LUBRICANTS—BELTS 
We have a PARTS JOBBER near you 
=== Address on request 


FRANTZ MANUFACTURING @ 


FF 


Walter A. Frantz 


1251) DUEBER AVE., S.W 


CANTON 6, OHIO 





WRINGER ROLLS 
THE WHITE 


t,oodrich 


WRIAGER ROLL 


NOW “fl Ra 


WHITE! 
TIGHT! 
RIGHT! 


conract WYNAR 





NO MORE TROUBLESOME 
WRINGER MARKINGS 


NEW PROCESS PREVENTS 
SLIPPING ON SHAFT 


PERFECT FIT FOR ANY 
TYPE OR SIZE WRINGER 
SALESMEN, JOBBERS AND DEALERS 


155 STATE ST. 
ROCHESTER 4, N. Y. 


as y- IN STOCK! 











LOOK! OUR NEW 
1944 - CATALOG IS 
READY FOR YOU! 


on 
Oven Heating Units 
Surface Units 
Oven Switches 
Thermostat Controls 
Unit Heating Elements 


& & E EQUIPMENT SUPPLY CO. 
400 N. Sangamon St. 
Chicago 22, Ill. 
FOR LATEST CATALOG! 


SPECIALTIES 


Electric Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washing and ironer covers. Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 








WRITE 








ONE SOURCE OF SUPPLY 
410 Marquette, Minneapolis |, Minn. 
2409 S. Main, Houston 2, Texas 
Geodrich White Wringer Rolls 


for all makes 
WASHER & CLEANER PARTS 


Us NE Ie Tg Eg D 


VACUUM APPLIANCE 








Our 132 
FREE Catales’ et FREE 
{rashing Machine & Vacuum Cleaner Parts. 
Save — by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 

MIDWEST APPLIANCE PARTS CO. 

720-22 W. Division St. Chicago, 22, lil. 











NEW ADVERTISEMENTS 


Received by July 24 will appear in the August 
issue subject to space limitations. 











SELLING : 
EMPLOYMENT : 





SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 


: MERCHANDISE 
: BUSINESS 














POSITION VACANT 


ADVERTISING AND SALES promotion man 

for small, progressive, fast growing manu- 
facturer of electrical products with practically 
untouched industrial and consumer opportuni- 
ties. Unusual post-war opportunity. Expan- 
sion program underway. Prefer man under 40 
to grow with the business. Should have 
merchandising and selling experience, pre- 
ferably in the electrical appliance fleld. Man 
selected will have plenty of elbow room to 
write his own ticket. Write fully, giving age, 
education, experience, draft status, etc. Con- 
fidence respected. P-661, Electrical Merchan- 
dising, 620 N. Michigan Ave., 





Chicago 11, Il. 








REPRESENTATIVES AVAILABLE 


WANTED—wWell established concern, Jack- 

sonville, Florida, in wholesale distribution 
interested in post-war wholesale distribution 
of home appliances. RA-652, Electrical Mer- 
chandising, 330 W. 42nd St., New York 18, 
N. Y. 








WISH TO contact manufacturers of radios, 

washing machines, electric refrigerators 
and other electrical appliances on a franchise 
basis. For Maryland, District of Columbia, 
Delaware, Virginia and West Virginia. Pre- 
pared with capital, warehouse, organization. 
RA-660, Electrical Merchandising, 330 W. 
42nd St., New York 18, N. Y. 





DROP SHIPMENT jobber interested in mer- 

chandise to sell now and after victory. Bills 
discounted. Rated in Dun & Bradstreet. RA- 
662, Electrical Merchandising, 520 N. Mich- 
igan Ave., Chicago 11, Ill. 


WANTED 


WANT TO BUY quantity used rebuilt fans al! 
types and 1/10 to 4% HP. Single phase 110 
V. meters. P. O. Box 211, Tampa, Fla. 
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ARE YOU INTERESTED 
IN THE WESTERN MARKET? 


The most economical method for the 
manufacturer to develop this market is 
through a reliable and aggressive repre- 
sentative. Plan now for intensive post-war 
sales promotion in the western states. 
Write today for further information. 


RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 





OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St- San Francisco 3, Calif. 


SALESMEN 


Nationally known appliance manufac- 
turer with an exclusive line in its field 
is now building a post-war national 
selling organization. If you have sales 
ability, good appearance, pleasing per- 
sonality, and are capable of earning 
up to $15,000 per year—here is an op- 
portunity to break into a real paying 
position. Write giving age, experience, 
references, and when available. Ap- 
plications will be held in strict confi- 
dence. Address 
SW-663, Electrical Merchandising 

520 North Michigan A've., Chicago 11, Ill. 








CLOSE OUT 
1/6 & 1/4 H.P. MOTORS 
(Westinghouse, Sunlight and G. E.) 


Quan. 
37—1/6 HP 110 V. 25 cycles 
12—1/6 HP 115 V., D.C. 
1—1/6 HP 110 V. 50 cycles 
2—1/4 HP 110 V. 25 cycles 
1—1/4 HP 220 V. 50 cycles 
AA- Priority required. Price $7.50 
each Net, f.o.b. Cicero, Illinois. 


CONLON CORPORATION 


Cicero 50, lil. 








LET US 


DESIGN YOUR PRODUCTS 


Many people can draw a 
pretty picture of a product, but 
few even think of the engi- 
neering phases of the article 
from the standpoint of produc- 
tion. 

We employ both product ap 
peal as well as engineering 
technique in our designing 
which enables you to make| 
and sell the product at a profit. | 
Allow us to submit a proposal. 


Let us help you in your 


Engineering problems 


H. L. YOH COMPANY 


Product Division 
740 Sansom St. Philadelphia, Pa. 











ATTENTION 
APPLIANCE MANUFACTURERS 
Southern California firm desires to con- 
tact manufacturers desiring distribution 
in this area. Particularly interested in 

new companies. 
RA-659, Electrical Merchandisin 
68 Post St., San Francisco 4, Calif 











For Sale—CLOSEOUT! 
100—Black & Decker fon duty Motors, 
AC—DC—110-volt—3000-r-p-m. 


H. U. MANN 


540 Lake Shore Drive CHICAGO 








Arthur Swanson and Associates 


INDUSTRIAL DESIGH 


EXECUTING PRODUCT DESIGNS 
FOR POST WAR MANUFACTURING 


540 N. Michigan Ave. Chicago 11, Ill. 
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WE’RE CROWING 











OUTGROWS ITS CRADLE 


To us who have grown up with this 
sensational incandescent lamp, the 
formation of a new and very much 
enlarged corporation is recognition 
of accomplishment. 


a 


To distributors, dealers and users it 
is conclusive proof of acceptance by 
the trade deserving of and assured 
of broader manufacturing, distribu- 
ting and merchandising plans. 


e 


To YOU---sample and literature 
will be sent without obligation, 
upon request. 


* 


VERD-A-RAY CORPORATION 
TOLEDO 5, OHIO 
_VERD-A-RAY LIGHT 15 AN AID TO SIRT 











How to save time 
by doing 
more reading 


That is a profitable 
paradox for you. 
More true today than 
perhaps ever before. 
For here in the pages 
of this publication are 
packed many helpful 
ideas . . . considerable 
useful information. 
Much of it, in fact, 
available from no 
other source. 


And we most em- 
phatically mean both 
the editorial and the 
advertising pages. 











The Dealer’s Stake_ 
In Home Building 


ques CONTINUED FROM PAGE ||3 — 


Conclusion 


In one form or another, the Com- 
plete Home Program will be adopted 
in the same fashion that the complete 
bathroom was adopted by builders de- 
cades ago. It is the logical answer 
to the installation and financing of 
electrical equipment in the homes to 
be built in the post-war era. It will 
not come over-night with the signing 
of the peace. Much spade-work re- 
mains to be done. This will involve 
the type of educational program sug- 
gested by Mr. Skinner. 

Contrary to the almost universal 
misconception, the sale of complete 
electrical equipment to new homes will 
not be a mass business, or a transac- 
tion wholly in the hands of the manu- 
facturer and distributor. The figures 
quoted at the beginning of this article 
and a study of the tables which accom- 
pany it, should be sufficient to convince 
the most skeptical that the essential 
nature of residential building in pre- 
war America—is a small-scale business 
with 95 percent of the country’s 
builders responsible for the construc- 
tion .of less than ten houses each. 
True, they accounted for a little over 
50 percent of the total number built 
in a given year, but half of the re- 
mainder were owner-built bomes, 
which indicates a retail buying prefer- 
ence on the part of the home-builder. 
The remainder, with some slight price 
concession, such as the commission the 
average dealer would pay a retail sales- 
man, should also be figured as poten- 
tial business for the local dealer who 
goes after this business aggressively. 
Only a small fraction of the total num- 
ber of builders, those who account for 
30 to 100 houses, are probably beyond 
the market reach of the local dealer. 

It is the coming pattern in new home 
building in the post-war period and 
the dealer who makes up his mind to 
participate fully in the Complete Home 
Program will reap the benefits. 


Meier & Frank Plans 
"Electrical City" 


Meier & Frank, nationally known 
department store of Portland, Ore., re- 
cently ran a full page ad in Portland 
papers to announce their post-war plan 
of devoting an entire floor to electrical 
appliances, to be known as “Electrical 
City.” “We called in our store archi- 
tect to draw plans for such a store,” 
they announce, “and after Victory, 
when materials and fixtures are again 
available, it will be our pleasure to 
welcome you to what will undoubtedly 
be America’s leading electrical head- 
quarters.” Here they expect to sell 
“all the old reliable nationally adver- 
tised brands,” plus . . . “later 
on, . . . new and improved models” 
of washers and ironers, ranges and re- 
frigerators, radios and sewing ma- 
chines, frozen food cabinets and small 
appliances . . . “and everything else 
electrical you have ever seen.” 
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Tbe Customer 
ls Not 
Always Right! 


F  ipews a smart and mighty patriotic pro- 
prietor of a little delicatessen in New York 
City proved that just the other day. 


One of his steady customers got mighty hot under 
the collar when he failed to put a can of condensed | 
milk in a paper bag. But he stepped right up to 
bat. And he told that customer how much paper 
is needed by our Army and Navy for wrapping 
their precious supplies as well as for essential 
civilian paper uses. 


Of course, you know what happened. When the 
customer got the reason-why of the government's 
paper-saving campaign, he actually apologized 
for bringing up the subject at all—vowed he was 
going home and get his wife to collect every 
scrap of paper in the apartment for the scrap- 
paper drive. 


You see—customers, bless them, will do as they’re 
sold these days. Particularly when they know a 
slight sacrifice on their part means a great con- 
tribution to getting our boys home sooner. 


Are you selling your customers on the prime need 
for everyone in your store—for them, at home— 
to use less paper, to save all scrap paper? It’s 
the job Uncle Sam is asking you to do—and do 
now. 


USE LESS PAPER— 
SAVE ALL WASTE PAPER 





This advertisement contributed by this publication and pre- 
pared by the War Advertising Council in cooperation with 
the War Production Board and the Office of War Information. 
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LETTERS 








A Warning on New 
Appliances 


To the Editor: 


A number of manufacturers, 
prompted by the huge post war demand 
for electrical appliances, are planning 
to enter this field. Some of these man- 
ufacturers have been making radios, 
others have been making less related 
products. 

As all manufacturers know, new de- 
signs are always afflicted with “bugs” 
which the most skilled designer is 
unable to foresee. These bugs in the 
new electrical appliances are going to 
cost someone some money, some time, 
some prestige. Much of this loss can 
be obviated by recourse to the experi- 
ence of others. 

There is an enormous wealth of ex- 
perience in the hands of servicing 
agencies throughout the country, that 
is available to any manufacturer who 
asks for it. Many power companies 
have large appliance repair shops. 
There are many first class independ- 
ent repair agencies in all the major 
cities. Large retail stores have con- 
nections with repair shops or have 
their own. 

Your publication would be doing a 
great service to your subscribers and 
to the industry if you can sell electrical 
appliance manufacturers on a much 
closer cooperation with service groups. 
There is no sense in making old mis- 
takes over again. 

I would very much appreciate hav- 
ing your views on this suggestion. A 
copy of this letter is also being sent 
to “Air Conditioning and Refrigera- 
tion News.” 

G. J. Prerce 

Engineer 

The Detroit Edison Company 
Detroit 26, Michigan 


Service Men's Tools 
To the Editor: 

As a repair shop owner and sub- 
scriber to your excellent magazine I 
have, for several years enjoyed and 
profited by reading it. 

As a service man I am greatly inter- 
ested in your series of illustrated arti- 
cles on the repair procedure for various 
appliances. 

The obvious things in your writeups 
are, the work being done on bright, 
shiny, new machines with factory spec- 
jialized tools. 

Now the interesting part of this story 
is that for a service man to work on a 
new machine is rare. Further the shop 
that does general repairing on all makes 
and that has factory specialized tools 
to cover all those makes, is rarer still. 
Actually the great majority of us 
struggle with old sticky, stubborn ma- 
chines and use a bunch of tools picked 
up over a period of time. Most of our 
special tools are fashioned from junk 
und the shop at the 


laving ar time we 
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happen to need the tool. Many times 
these tools are clever and do the job 
for which they were made very eff- 
ciently. Often they could be improved. 
To get at the crux of my exposition, 
your magazine can’t be beat for the 
executive and salesman. To make it 
equally valuable to the service man may 
I suggest a department for him where 
ideas will be shown covering methods 
of getting off stuck agitators, stubborn 
drive nuts, the making of special tools, 
etc. In other words the exchange of 
trade secrets developed by many shops 
to efficiently and quickly do their work. 
If you would be interested in de- 
veloping this suggestion please let me 
know. I would be glad to assist you. 
Rosert L. Woon, 
General Service Co. 
Palo Alto, Calif. 


HIGH UP ON A HILL Top, in Erie, Pa., 
in a 30-ft. living room whose bookcases 
go clear up to the ceiling, Walter L. 
Kauffman has a radio record player as 
big as the hind end of a truck. It has 
a new type record pickup, which will be 
released after the war. He has dozens 
of lieder and other songs hard to find. 

When pursued by some particularly 
gummy problem, he puts a stack of 
records in the machine, starts it play- 
ing, sits back with finger tips touching, 
and with the help of music plays out 
the solution to some of the most diffi- 
cult mechanical problems for the 
Lovell Mfg. Co. 





OH, YEAH! 
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@ When millions of America’s “home” women went 
into war work they HAD TO have professional 
laundry service. Be it remembered—to the credit 
of our industry—that we met the challenge! 


Even under wartime rescrictions—and 
handicapped by a painful shortage of help, we have 
managed to serve nearly all of these millions of new 
customers—and we have served them so well chat 
most of them will never go back to the drudgery of 
bome washday. 

These women have learned that the modern laun- 
dry gets cloches CLEAN—far cleaner and whiter 
than is possible in the home. They have come to 
realize that the cost of laundry service is too small 
to be rated as an excuse for doing the work at home. 









| po You KNOW... 
: forces, realizing the effect 
. «+ that America’s armed ae ae 
mobile laundry theatres 
a units for service the various 
‘of operation? The civilian clothes cleaned by US age 
ge important effect wpon the maincename 
oe ale on the home fr00t Doesn't this justify out 
appeal for “more help?” 


EVERY LAUNORY WORKER IS A WAR WORKER 
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For Sale After X-Day By L. E. Moffatt 
The Dealer's Stake in Home Post-War Building 


By Laurence Wray 
The small-scale character of pre-war home building makes this busi- 
ness an opportunity for aggresive selling on the part of dealers 


Washers in Greatest Demand........................... 
Third nation-wide survey of OCR finds irons and refrigerators in 
second and third place in consumer post-war wants 

Records Fill the Gap By Lansdell Anderson 


New Brunswick, N. J., dealer started a record department in a six- 
foot case—it has now spread to one whole side of the store and pro- 
duces 70 percent of the business 

Crosley Keeps a Service "Guinea Pig”................ 
Cincinnati setup studies the repair business from a distributor's 
viewpoint 


™ ie Machine Comes Back to the Appliance 
___ eee hes tS ETE EM. ene 


Time and the war have licked the superstition that it must be sold in 
an atmosphere of lace panties 


Servicing Automatic Laundry Queen Washers 


No New Lines and No Manpower Problem........... 


The dealer who knows his appliances from the electrical as well as 


merchandising angle can train his own service men, says J. F, Crevel- 
ing, Easton, Pa. 


The History of the Range Business 
(Fifth of a series) 


Steel's Contribution to the Range................00 0.0.00 cece eee 
E. L. Wiegand, First in Range Unit Service 
Stove Wire Important in Electric Ranges 
Range Timer Came Out of Clocks 


By Tom F. Blackburn 


A Motion . . . That Utilities and Coal Companies 
Advertise Stokers 


ene of gas heating threatens cooking and water heating electric 
loads 


Two-Man Radio Service 


You Can Start A Service Business In Your Hat 
A. M. Schwartz & Co., Cincinnati, has boom in a year's time 


Meeting the Refrigerator Repair Problem 
News, People, Products, Plans 
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THE MOST IMPORTANT LOVELL MESSAGE SINCE THE INTRODUCTION 
OF THE LOVELL PRESSURE CLEANSING WRINGER! 


THE NEW POST-WAR 


OVELL AUTOMATIC 
¢ CLOTHES DRYER 
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MAKES HOME LAUNDRY 
COMPLETELY MECHANICAL 


T last an amazing machine that makes it possible to do every 
home laundry operation mechanically! It’s the Lovell Automatic 


Clothes Dryer! 








No longer will women have to carry heavy baskets of damp clothes to 
hang them up, and then spend more time in taking them down. No 
more long and uncertain waits for clothes to dry before beginning to 
iron. Clothes are taken directly from the wringer, spinner, or auto- 
matic washer and tossed into the Dryer. The simple automatic control 
is set, and while other loads of clothes go through the washer— 
presto, the clothes in the Dryer are either damp dried all ready for 
ironing or bone dry—just as desired! And the clothes are softer and 
fluffer than when dried in the sun! 


The drying time depends only on how wet the clothes are and not on 
the weather. The sleek, modern, counter-high cabinet will fit like a | 
charm into the modern kitchens and laundries. 


For years Lovell Pressure Cleansing Wringers have performed a major 
function in home laundries—they will continue to do so. Lovell is ° 
proud to add the Automatic Dryer to its line. It, too, will be a boon to 
the great American Housewife. 


LOVELL MANUFACTURING CO., ERIE, PA. 


OR THIS - WITH THIS! 








TO MAKE YOUR WASHDAY SEEM LIKE PLAY 


WRING AND DRY THE LOVELL WAY! 




















Retailers holding the Kelvinator franchise, have a possession destin 
most valuable in the industry. More than an agreement between a 
manufacturer—it is the working plan for a sound, highly profitable 
business relationship. 


Based on Kelvinator’s traditional “retail-minded” policies ... with a vi 
Kelvinator’s outstanding pre-war success in product and distributior ! 
and forward-thinking sales strategy . . . this franchise will carry on ¢ 
the progress of Kelvinator and Kelvinator retailers. 


Back of it will stand all the new skills, new strength and vastly exe 

of Kelvinator. Ahead lies a sound, profitable business opportunity | 
complete line of Kelvinator Refrigerators, Electric Ranges, Home F 
Electric Water Heaters. The full story will be told at the proper time. 
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